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COVERAGE OF 
CHOCOLATE COATINGS 


THE BOB TEST—Part IT 


Modification of Coverage by 
Various Factors 


As stated before, potential cover- 
age~ Viscosity X F xk C x Lex 
ML. 


Because not potential coverage, 
but the amounts of chocolate remain- 
ing on the bob are determined, we 
may also say: 

Chocolate remaining on bob~ Vis- 
cosity X F « C & Le X ML. 

One must always bear in mind, 
however, the larger the amount of 
chocolate remaining on the bob, the 
smaller the potential coverage, and 
vice versa. 

By changing onty one of the fac- 
tors and determining the amount of 
chocolate remaining on the bob and 
the viscosity, the influence of these 
varied factors upon the amount of 
chocolate remaining on the bob (in 
conclusion also upon the coverage) 
can be determined and quantita- 
tively expressed. By charting the 
amounts of chocolate remaining on 
the bob at different viscosities for 
various types of chocolate, it is pos- 
sible, for instance, to establish the 
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viscosity at which the potential 
coverage of a new type of chocolate 
equals the potential coverage of a 
known type at a given viscosity. All 
problems pertaining to potential cov- 
erage can be solved in this manner. 

Fig. 1 illustrates the amounts of 
chocolate remaining on the bob ac- 
cording to the viscosity of three types 
of chocolate coatings in which the 
only difference is the fineness. They 
contain the same proportion of sugar 
and chocolate liquor (bitter choco- 
late) and the only difference in com- 
position is in the cocoabutter content. 
The method for the determination 
of fineness proposed by me can be 
used for a quantitative expression of 
fineness (4). It is interesting to 
note that the erroneous opinion is 
widespread that the finer milled the 
chocolate, the larger is its coverage. 
Just the opposite is true as found 
with the bob test. It is true that 


4. + - ee Food Industries, October, 
1938. 


one theoretical layer of individual 
particles of a finer chocolate is 
lighter in weight than such a layer 
of a coarser chocolate. However, 

As previously indicated, a study 
can be carried out easily of the de- 
pendence of the coverage of choco- 
lates upon their composition. Con- 
sidering here only the simplest type 
of chocolate, plain chocolate or sweet 
chocolate, it merely becomes neces- 
sary to prepare such chocolates with 
different proportions of sugar and 
bitter chocolate, but with comparable 
grinding and without added lecithin, 
and to compare the amounts of 
chocolate remaining on the bob at 
the same viscosity for each choco- 
late, which may be taken from charts, 
such as Fig. 1. In this manner the 
chart in Fig. 4 was arrived at. It 
indicates that of two coatings of 
comparable fineness and the same 
viscosity the one containing the 
larger proportion of bitter chocolate 
has the larger coverage, provided 
both coatings do not contain any 


added lecithin. 


When lecithin is added to choco- 
late the viscosity is changed. Usually 
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Weight of Chocolate remaining on the Bob in 
Relation to COMPOSITION (Proportion of S 
and Bitter Chocolate, illustrated by fairly 
well refined chocolate at Viscosity 60. 


=E== go obtain this relationship, the grinding of } 
the Chocolates must be comparable and they 
must not contain any added Lecithin. 


Pounds Sugar per 100 lb. Bitter Chocolate 


by the addition of up to 0.2% of 
commercial lecithin, the viscosity is 
substantially lowered. Upon con- 
tinued addition of lecithin the vis- 
cosity usually is not further modified, 
practically speaking, until at about 
0.4% the viscosity starts to increase. 
The following must not be confused 
with these viscosity changes caused 
by added lecithin, as only chocolates 
of the same viscosity are considered 
whether they contain added lecithin 
or not. 


The limited value of the viscosity 
of a chocolate as an index of its po- 
tential coverage is clearly illustrated 
by the fact that two chocolates of the 
same viscosity which contain differ- 
ent amounts of added lecithin (of 
which one may be nil) usually have 
different potential coverage. It is 
important to bear in mind that the 
modification of the potential cover- 
age of a chocolate depends not only 
on the percentage of added lecithin, 
but also on the composition of the 
chocolate. In other words, this modi- 
fication is entirely different for a 
dark sweet chocolate or for a light 
sweet chocolate or for a light milk 
chocolate, to mention some examples. 
It is dependent, to express it cor- 
rectly, upon the composition of the 
chocolate and the percentage of 
added lecithin combined, besides 
being dependent upon the composi- 
tion alone as outlined above. In 
studying the modification of the 
amount of chocolate remaining on 
the bob (and concluding therefrom 
the potential coverage of the choco- 
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late) by the addition of various 
amounts of lecithin, first a chart, 
such as shown in Fig. 1, is prepared 
for chocolate of normal moisture 


FIGURE 5. 


content containing no added lecithin 
from which the amount of chocolate 
remaining on the bob can be ob- 
tained for any viscosity. Then in- 
creasing percentages of lecithin are 
added and after each addition the 
amount of chocolate remaining on 
the bob and the new viscosity are 
determined. Taking the basic amounts 
of chocolate remaining on the bob 
before addition of lecithin as 100 
percent, the percentages of chocolate 
remaining on the bob are calculated 
after each addition of lecithin. Thus 
were obtained the charts in Fig 5, 
showing the modifications of the 
amounts of chocolate (containing the 
indicated percentages of commer- 
cial lecithin of standard commercial 
grade) remaining on the bob in per- 
centage of the amounts remaining 
when the chocolate of the same vis- 
cosity does not contain any added 
lecithin. With these means avail- 
able, it is possible to predetermine 
what the viscosity of a chocolate 
must be, when for instance a certain 
percentage of lecithin should be 
added to the chocolate and the new 
chocolate should have the same po- 
tential coverage as the one without 
added lecithin used before. Here- 


MODIFICATION OF AMOUNT OF CHOCOLATE RE- 

MAINING ON BOB BY INDICATED PERCENTAGE 
OF ADDED LECITHIN 

The amount remaining on the Bob is 100% 

at the same viscosity of the chocolate 

containing no added Lecithin. 

The potential coverage of different types 

of chocolate is differently modified by 


the addition of Lecithin. 
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tofore it was frequent practice to 
supply the new chocolate at the 
same viscosity as the old, assuming 
that the same coverage is obtained 
at the same viscosity independent of 
the lecithin content. 


It is possible to investigate in the 
same manner the influence upon cov- 
erage of any material which may be 
offered as an ingredient of choco- 
late. 


It is generally recognized that 
moisture has an influence upon cov- 
erage. The influence of moisture 
upon the coverage has not been in- 
vestigated by me so far, as this is a 
very complicated field requiring very 
comprehensive studies especially of 
the modification caused by various 
added percentages of lecithin. These 
studies are of particular interest in 
the use of chocolate ice cream coat- 
ing because of the increasing mois- 
ture content caused by melting ice 
cream during the application of the 
coating. J. Hoffman Erb and Harold 
L. Collins (5) have made some 
studies along these lines. 


Potential Coverage, Actual 
Coverage and Temper 


When I spoke so far of coverage 
and its relation to various factors, 


I usually referred to potential cov- 


erage. Under potential coverage I 
understand the coverage obtained 
with chocolate the cocoabutter of 
which is, practically speaking, en- 
tirely in liquid condition. The bob 
tests discussed so far are so designed 
that the amount of chocolate remain- 
ing on the bob is an index of po- 
tential coverage. 

When chocolate is used as a coat- 
ing of candy centers, nuts, baked 
goods and the like, the chocolate 
must not only be cooled to a suitable 
temperature, but it must be also 
“tempered.” By this is understood 
that a certain part of the cocoabutter, 
the high melting fractions, must be 
crystallized. The larger the propor- 
tion of the crystallized cocoabutter, 
the thicker becomes the chocolate, 
the higher becomes its “temper.” 
The decreased fluidity is not regis- 
tered, however, on the Mac Michael 
viscosimeter, except for the one due 
to the lower temperature; in fact, 
tempered chocolate usually has a 
somewhat lower MacMichael vis- 
cosity than untempered chocolate. 
The purpose of tempering the choco- 
late is to obtain chocolate coated 


5. Thesis presented by Harold L. Collins, 
Ohio State University, 1938. 
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goods of good appearance which re- 
mains stable, if the chocolate is kept 
at suitable conditions, resulting in a 
satisfactory shelf life. There are 
different methods used for tempering 
and opinions vary as to the best 
method. It is often found difficult 
to obtain the correct temper and in 
addition, the temper is frequently in- 
creased during the course of using 
the tempered chocolate. No attempt 
is made to propose “the” correct 
method of tempering chocolate, but 
it should be clearly understood that 
tempered chocolate is something dif- 
ferent in most places and may be 
something very different in the same 
place from time to time, even when 
the same lot of chocolate is used. 
Actual coverage of a chocolate de- 
pends on its potential coverage and 
on its temper and, to a small extent, 
on the temperature at which it is 
used provided that this temperature 
is within reasonable limits. If a 
chocolate has uniform potential cov- 
erage, assuming that the chocolate is 


% 
28 


used at a constant temperature, the 
actual coverage is the same when the 
temper is the same. The higher the 
temper, the smaller the coverage. 

To obtain the largest coverage 
from a chocolate coating, it is neces- 
sary, therefore, that the temper shall 
not be higher than necessary to ob- 
tain the desired result from temper- 
ing. 

When testing the tempered choco- 
late with the bob at standard condi- 
tions, an index is obtained for the 
actual coverage. The standard con- 
ditions may be chosen to suit the 
conditions of a factory, a standard 
room temperature must be chosen for 
the test and corrections for different 
room temperatures are obtained in 
the same way as described for the 
test for the determination of the 
amount of untempered chocolate re- 
maining on the bob. The amount of 
tempered chocolate remaining on the 
bob under otherwise comparable 
conditions varies immensely accord- 
ing to the temper of the chocolate. 


FIGURE 6. 


Bob Lends Itself Readily To Study 
of Coverage of Ice Cream Coatings 
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Therefore, the bob test can be 
used as an index of temper, which 
appears to be an important pos- 
sibility. It seems that many manu- 
facturing difficulties arise from in- 
sufficient tempering as well as from 
excessive tempering. A new defin- 
ition is herewith proposed for the 
“temper of a chocolate” expressed 
in the formula: 

Amount of tempered 
chocolate remaining on 


the bob 


Amount of untempered 
chocolate remaining on 
the bob 
which gives this term a measurable 
meaning without violating the mean- 
ing of the term to the practical candy 
maker. 

Thus, for untempered chocolate 
the temper equals 1. The more the 
temper of the chocolate advances, the 
larger becomes the quotient express- 
ing the temper. 

The following procedure is pro- 
posed for the determination of the 
amount of tempered chocolate re- 
maining on the bob. The bob, at 
room temperature, is dipped into the 
tempered chocolate, the temperature 
of which is adjusted to the usual 
temperature of using it. The bob is 





TEMPER= 


suspended in the room where it was 
also suspended before the dipping 
close to a thermometer which indi- 
cates the bob and room temperature. 
After the chocolate ceases draining 
from the bob, the amount of choco- 
late remaining can be determined. 
This amount is dependent on the 
room and bob temperature. It is 
advisable to make the average room 
temperature the standard temper- 
ature of the test, to work out tem- 
perature correction curves for the 
prevailing conditions and to correct 
the amount of chocolate remaining 
on the bob found in a test for the 
standard temperature. 

In this case, the room and bob 
temperature shall not be higher than 
the temperature of the chocolate in 
order that the temper shall not be 
disturbed. 

Coverage of Ice Cream Coatings 

Ice cream coatings are usually 
used without tempering the choco- 
late. Therefore, the bob test with 
untempered chocolate becomes an 
index for actual coverage. The cov- 
erage value of ice cream coatings 
can be determined easily in the 
laboratory with the bob. By carry- 
ing out the bob test at different tem- 
peratures, modifications of the 


amounts of chocolate remaining on 
the bob due to the presence of 
special ingredients can be investi- 
gated. These studies assume particu- 
lar importance at low temperatures 
as exemplified in Fig. 6 (coating 
No. 1, 2 and 3). 


Conclusion 


The bob is an important new tool 
for the determination of the working 
quality of chocolate or any modifi- 
cations thereof. Particularly, the 
coverage of chocolate coatings can 
be investigated. The modification of 
the potential coverage of chocolate 
caused by various ingredients and 
by physical variations can be de- 
termined. 

The field to be investigated is 
rather large. No priority rights are 
reserved and everyone interested is 
invited to participate in these investi- 
gations. 

The experimental data presented 
in charts are considered substantially 
correct and the methods proposed 
are considered suitable for further 
investigations and for the indicated 
uses. However, the results and meth- 
ods shall be subject to modifications 
or improvements as additional ex- 
perience is obtained. 





INTERESTING PROGRAM 


A good fellowship luncheon will be held at noon 





PLANNED BY A.R.C. 


IRST indications of 

what will happen at 

the 1940 Convention 
of the Associated Retail 
Confectioners, in New 
York, June 2 to 5, are 
given in a recent issue 
of the association’s sales 
service bulletin. The con- 
vention, to be held at the 
Pennsylvania hotel, New 
York, promises a variety 
of activity which will no 
doubt draw a large at- 
tendance. 


There will be a home- 
coming party at the John Mavrakos, President of As- 
“house of friendship” on *°<#tedRetail Confectioners Assn. 
the evening of June 2, be- 
ginning with a buffet supper at 8:30 p. m. On the follow- 
ing morning, from 8 to 9, the convention breakfast will 
be held. This breakfast has become an outstanding event 
of the A.R.C. conventions. Convention sessions will begin 
immediately after this breakfast and following registra- 
tion. First business on the program will be the reports 
of the president and the secretary. These will be fol- 
lowed by a dramatic sketch, presented by members of 
the association, in which will be dramatized in more 
or less humorous form, some of the experiences en- 
countered by the retail confectioner in his workaday life. 
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and after this event will follow a comprehensive and 
practical demonstration in window display. The dis- 
play will be put on by association members and will 
consist of a demonstration of a succession of specially 
trimmed and lighted windows designed to sell goods 
for various seasons and holidays during the year. Real 
windows will be set up and each one will be assigned 
to a member for trimming and explanation. 

On the morning of Tuesday, June 4, the Annual Candy 
Clinic will be held. This Clinic has become the out- 
standing event of the entire A.R.C. convention program, 
and the presentation this year will be bigger and better 
than ever. It is planned to put this event into the hands 
of two women who are outstanding in their candy mer- 
chandising activities. This will be followed, in the after- 
noon, by a short course in candy merchandising, which 
is a new feature. 

Members of the association will speak on, and dem- 
onstrate, methods of buying materials, of setting up 
factory machinery and manufacturing procedure, of sales 
and advertising, of packaging (with a special demon- 
stration of fancy box tying) and of training employees. 

The annual dinner-dance will be held that same eve- 
ning on the roof garden of the Pennsylvania hotel, pre- 
ceded by a cocktail party for members and their friends. 

Business of the convention will be completed on the 
morning of June 5, at which time will be held the open 
forum, which is also a very popular event of the an- 
nual conclave of retail manufacturers. Committees will 
report, the new officers will be elected, and the conven- 
tion will adjourn at noon. For those who so desire, a 
trip to the World’s Fair will be arranged for the after- 
noon of this day. 
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FLAVOR IN CONFECTIONS 


Part II -- Methods of Evaluation 


By TALBOT CLENDENNING 


UR first article in this series dealt with some 
fundamental physiological aspects of the various 
sensations which go to make up “flavor.” We 


should now consider how flavor may be properly eval- 
uated by confectionery manufacturers. 


Sometimes a great deal of money is spent in an at- 
tempt to match the flavor of a particular confection, or 
to evolve a confection whose flavor will have a unique 
appeal. The development of a distinctive flavor neces- 
sitates constant care if its distinctiveness is not to be 
altered by any variation in the process of manufacture. 
It is surprising how much a flavor may be altered by a 
very slight variation in processing. 

Most of us in the confectionery industry have had 
experience of a complaint about which two individuals 
have had a complete difference of opinion, one party 
maintaining that in a certain lot of raw material there 
was a taint of mustiness, rancidity, or some other off- 
flavor, while the other party maintained equally defin- 
itely that there was no taint. It is quite possible that 
both were perfectly honest in their opinion, for it is 
as difficult for one person to realize another’s faculty in 
this direction as it is for a person with normal sight to 
realize color blindness—the more so in that this faculty 
of the palate has not been studied or discussed in public 
as have the other faculties of sensation. 

In the case of fats there are fairly good chemical 
means of estimating the degree of incipient rancidity, 
but in most other cases it is not possible to apply chem- 
ical methods, and in such cases it is necessary for us to 
rely on our faculty of discriminating flavors. It is 
suggested that we should not rely on this faculty unless 
we have distinct evidence of our ability in this direction. 

If we become hard of hearing, we usually go to a 
doctor to see if something can be done about the defect. 
But how many of us know how “taste blind” we are? In 
1931, the discovery was made that the sweetening agent 
dulcin, sometimes called valzin or sucrol, and which chem- 
ically is paraethoxyphenylurea, is tasteless to some per- 
sons and about 200 times as sweet as cane sugar to others. 

Fox! found 40% of the tested individuals to be “taste- 
blind” to this substance. This work was verified by 
Snyder?, who tested 440 individuals, and found 31.5% 
to be non-tasters. Levene and Anderson® also found in 
a study of 180 full blooded American Indians that 
6% were taste-blind as compared with 10.4% in a 
group of 150 white individuals in a nearby-community. 
In 1932, Blakeslee* found that another substance, phenyl- 
thiourea, was tasteless to some people and intensely 
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bitter to others. Of a group of 283 individuals tested, 
32.2% were taste-blind to this substance. Also work- 
ing with phenylthiourea, the author has found among 
chemists and technical men about 9% non-tasters. One 
individual was found to be almost totally taste-blind 
to a variety of substances. Thus, we now have sub- 
stances which may be used as a taste test to demon- 
strate the innate differences in sensory reaction which 
exist among different individuals. Since the original 
work of Fox and Blakeslee a very considerable number 
of tests have been made with phenylthiourea, which 
have served to show that the differences in reaction 
to it are inherited. Inheritance charts have been re- 
corded for a number of families, and apparently in- 
ability to taste is transmitted to successive generations 
as a Mendelian recessive character. On the average 
seven people out of ten will detect a definite taste (us- 
ually intensely bitter) with phenylthiourea. There exist 
also peculiarities among the tasters, some of whom 
characterize the taste as sour, salty, sweet, etc. 

It is both gratifying and significant that simple chem- 
ical substances are being found with which quantitative 
tests of great sensitiveness can be made on a large 
number of persons. Such tests must inevitably provide 
material for a more definite advance in our knowledge 
of the subject of taste as a chemical phenomenon. 


Tasting Jury 


The wide disparity in discriminating ability between 
individuals is accompanied by an ignorance of their 
disability in most people who cannot discriminate, 
which further obscures the issue. It is essential there- 
fore to use some method of testing palates with the 
object of finding within the factory a group, usually 
called a “tasting jury,” made up of individuals who 
have been proved to have a discriminating palate, and 
to whom questions of flavor may be referred; whether 
the question is the flavor of a new production, or the 
identification of an off-flavor in raw material or finished 
article. In the first place, taste blindness to phenyl- 
thiourea (bitter) and dulcin (sweet) may be determined 
by asking the candidates to chew bits of filter paper 


1. Fox, A. L., 1931, Six in Ten “Taste-Blind” to Bitter Chemical, 
Science News Letter, 19, 249 

2. Snyder, L. H., 1931, Inherited Taste Deficiency, Science, 74, 151. 

3. Levene, O., and Anderson, A. S., 1931, Observations on Taste- 
Blindness, Science, 75, 497. 

4. Blakeslee, A. F., and Salmon, M. R., 1931, Odor and Taste- 
Blindness, Eugenical Newa, 16, 105. 
Blakeslee, A. F., 1932, Genetics of Sensory Thresholds: Taste for 
Phenylthiocarbamide. Proc. Nat. Acad. Sci., 18, 120 
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impregnated with these materials. Phenylthiourea is 
soluble in water to the extent of about 1 gram in 400 
of water, whereas 1 gram of dulcin will only dissolve 
in about 800 of water. Filter paper dipped in the solu- 
tion may be dried and kept for future use. 

It should also be determined whether the candidates 
for a tasting jury have any eccentricities of taste which 
might lead them to be prejudicial in favor of their 
peculiarities. For instance, some people have a “sweet 
tooth” and like their confections well sweetened. Some 
have a “sour-tooth” and prefer highly acidulated flavors. 
Others have a “salt-tooth” and prefer highly seasoned 
materials. Some few have a “bitter-tooth” and these 
will prefer bitter chocolate to milk chocolate, ete. Some 
such questionnaire as the following should therefore be 
put to all candidates: 

Do you take sugar in coffee, and if so, how many 
lumps? 

Do you like grapefruit, and, if so, with or without 
sugar? 

Do you like bananas, and, if so, with or without 
salt? 

Do you prefer sweets or savories? 

Have you any special likes and dislikes, such as 
pickles, ripe or green olives, mushrooms, artichokes, 
etc? 


Tests For Tasters 


Simple tests® such as the following may then be given: 
Test 1—Make up the following solutions 

(a) Sugar 180 gms., water to 1 liter 

(b) Sugar 220 gms., water to 1 liter 
All candidates should be able to detect which is sweeter. 


Test 2—Make up the following solutions 
(a) Sugar 200 gms. Citric Acid 2.5 gms., water to 
1 liter 
(b) Sugar 200 gms. Citric Acid 5.0 gms., water to 
1 liter 
All candidates should be able to detect which is the 
more acid. 


Test 3—Make up the following solutions 
(a) Sugar 150 gms., Citric Acid 2 gms., water to 
1 liter 
(b) Sugar 150 gms., Citric Acid 3 gms., water to 
1 liter 
(c) Sugar 150 gms., Citric Acid 4 gms., water to 
1 liter 
(d) Sugar 150 gms., Citric Acid 5 gms., water to 
1 liter 
At least 50% of the candidates should be able to ar- 
range these in order of increasing acidity or decreasing 
sweetness. Those with a not-too-sweet-tooth will do best. 


Test 4—Make up the following solutions 
(a) Sugar 300 gms., Citric Acid 8 gms., water to 
1 liter 
(b) Sugar 300 gms., Citric Acid 9 gms., water to 
1 liter 
(c) Sugar 300 gms., Citric Acid 10 gms., water to 
1 liter 
(d) Sugar 300 gms., Citric Acid 11 gms., water to 
1 liter 
At least 50% of the candidates should be able to ar- 
range these in order of increasing acidity or decreasing 





5. Moir, H. ©., 1936, Some Observations on the Appreciation of 
Flavor in Foodstuffs, J.S.0.1., 55, No. 8, 145. 
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sweetness. Those with a sweet tooth will do best on 
this test. 

The art of tasting without prejudice can only be ac- 
quired by experience, and as members of a tasting jury 
become increasingly efficient, they should be able to give 
100% correct arrangements of the mixtures in tests 
3 and 4, 

The taster’s ability may be confirmed by determining 
the popular opinion on a series of samples and quoting 
the number of times the individual’s vote corresponds 
with the pouplar vote as a percentage on the number of 
samples tested. This percentage may be found to vary 
from 25% to 100%. Obviously those candidates with 
percentages above, say 75%, are the ones to be chosen 
as members of the tasting jury. 

After the jury has been selected it may be subdivided 
into sections, each section to be responsible for quality 
in certain types of raw materials or finished confections. 
For example, there might be one jury for dark chocolate 
covered confectionery, and another for milk chocolate 
covered. A separate jury might cover all forms of milk 
products, e.g. condensed milk, cream, powdered milk 
(reconstituted), evaporated milk etc., used as raw mate- 
rials. Another jury might taste all uncovered confec- 
tionery, still another hard candy, and so on. Generally 
speaking, the narrower the range, the greater will be 
the efficiency of the jury, especially after considerable 
experience has been gained in tasting particular products. 


Requisites For Tasters 


There are certain rules which should be religiously fol- 
lowed if tasting juries are to be successful. Some of the 
factors worth considering are enumerated below. 

Health. Only persons of good health and appetite 
should serve on a tasting jury. A cold, by clogging the 
nasal passages with mucus, can completely cut off the 
odor part of our flavor perception. 

Plenty of rest is an important factor. 

Clean Palate. In judging flavors we must come to 
them with suitably clean palates. Those who have been 
out on a “party” the night before will make poor tasters 
next morning. Very heavy smokers do not make good 
tasters. 


Age. The taste buds decrease in discriminating value 
with the age of the taster. As we grow older our foods 
become more or less tasteless. Many wives will be inter- 
ested to know that there is some scientific foundation 
for their husbands’ remarks about the cooking. Although 
the wife’s cooking may be better, it actually does not 
taste as good as what “mother used to make.” 

Successive Sensations. The sensations excited by the 
different samples should fall in succession and should 
never be simultaneous. In the case of smell and taste, 
it is well-nigh impossible to compare simultaneous im- 
pressions. The reason why successive impression so 
much favors the result seems to be that there is a real 
sensation of difference aroused by the shock of transition 
from one perception to another which is unlike the first. 
It is, in short, one of those transitive feelings, or feelings 
of relation, mentioned frequently by psychologists. 

Sensations Compared in Memory. Where the differ- 
ence between successive flavor sensations is slight, the 
transition from one to another must be made as im- 
mediate as possible, and both must be compared in mem- 
ory, in order to get the best results. One cannot judge 
accurately of the difference between two but slightly dis- 


THE MANUFACTURING CONFECTIONER 








- SS Pe @ UN OW oo™ *¥ 


1 eed 


~~ 


-  _ aa”6h Ll rr’ CU 





similar samples, while the taste of the last sample is still 
in the mouth. 


Imagination and Suggestion. The power of sugges- 
tion in taste and smell is greater than in the higher 
senses. We may make a person taste or smell almost 
anything by saying to him: “Doesn’t that taste just like 


- - -?” or “Doesn’t it smell just like - - -?” All such 
suggestions should be taboo. 


Distractions. Brilliant lights or loud noises will be 
found to be detrimental to best results. It is preferable 
also to prohibit all talking while tasting is in progress. 
The color of the samples should also be taken into con- 
sideration. Very often it will be found that the strongest 
flavors are ascribed to those products which are most 
highly colored. When delicate flavor differences are to 
be discriminated in samples of different colors the tasters 


should be blindfolded. 


Fatigue. As few samples as possible, preferably only 
two or three, should be tasted at one time. The senses 
of smell and taste become quickly fatigued, the sensory 
end organs becoming exhausted when the stimulus is 
repeated. This accounts for the fact that one may easily 
become ‘accustomed’ to odors, and thus, persons working 
in chocolate factories soon come to never notice the odor 
of chocolate which pervades the factory. 

On the same principle of fatigue, tasting should be 
done in the morning, rather than in the afternoon after 
lunch. 


Temperature. All samples being tasted should be at 
the same temperature. In the reactions of the sense of 
taste there is a temperature coefficient that functions be- 
low 20°C. (68°F.) and above 30°C, (86°F.). The sen- 
sitivity increases from 10° to 20°C. (50°-68°F.) and 
slightly diminishes between 30° and 50°C (86°-122F.) 

Samples Under Key. All samples submitted to a panel 
should be under key numbers or letters, and should not 
be named in any manner which might be suggesive to the 
taster. No member of the jury should know anything 
about any of the samples until after the voting has been 
recorded. However when a specific flavor is being looked 
for, the jury may be asked to arrange the samples in 
order of increasing or decreasing strength of this flavor. 

Metliod of Voting. Several satisfactory methods of 
voting may be devised. One method is to use 3 points 
for each sample. Thus, the voting on three samples 
might be 3.2, 3.0, 2.8 (total 9.0). If there were 10 
members on the jury the final total voting might be 
35.1, 31.0, 23.9 (total 90.0). Using this method, it is 
considered that samples are not comparable if the voting 
shows a very decided preference, such as 3.5 to 2.5 (for 
two samples). 





CHICAGO PRODUCTION 
CLUB ELECTS OLSEN 


George H. Olsen, Corn Products Sales Co., Chicago, 
was elected president of the Chicago Candy Production 
Club for the coming year. He succeeds George A. Ed- 
dington, who headed the club last year. Vice president 
is Oliver H. P. Kaut of William M. Bell Co., who was 
also made a director for three years. John E. Clarke, 
Lamont, Corliss Co., is treasurer, and George P. Goebel, 
The Goebel Co., is secretary. Walter Wetterer of Walter 
O. Birk Candy Co. and Gorge Goebel were also elected 
directors for three years. The club’s annual Ladies’ Party 
will be held at the Hotel Sherman, February 21. 


for February, 1940 


CONVENTION EXHIBIT SPACE 
BEING RAPIDLY TAKEN 


Space for the Confectionery Industries Exposition to 
be held in conjunction with the 57th Annual Conven- 
tion of the National Confectioners Association is being 
rapidly taken up by the supply trade, according to an 
announcement by the Exposition Committee. The fol- 
lowing firms have already contracted for booths and 
will exhibit in the spaces allotted to them, as follows: 


Booth 
Exhibitor Number 
American Machine & Foundry Co.................... 405-06 
American Maize Products Co. ............................ 315 
American Sugar Refining Co. -............................-.. 602 
I TIS — ctniidis SocetdietesdetnnSedenrsdccctrenciee 404 
eres 314 
es Se a es 302 
ee OS eee ..... 409 
Burrell Belting Company ............................ canisicig 
California Fruit Growers oe ‘elniscnecelinde ST 
The Clinton Company .......... EM a 501 
Confectionery & Ice Cream - a 
Confectioners Journal -....................... Mle e ST. 307 
Corn Products Refining Co. ..................... wiccqicae ee 
Decorative Art Glass Co. .............. ey 2 SEs 308 
Delft Gelatine Works ~.................... sie adaliacateeiie 
E. I. duPont de Nemours & Co., Inc. .................... 102 
Economy Equipment Company .........................-.. 503 
RE TR Se aca octpssisvsecnnoscininise-tiinhdapsintoabismiapiiia 208 
Robert Gair Company .................... i ithineip alicia 
General Foods Corporation ~................................-. 209 
hy, ts NE AI a cocemytosopmnissiijeprenseonnebaniis 402 
International Confectioner -............................-..-.. 303 
A. Klein & Co., Ine. .................... i Scenes 
H. Kohnstamm & Co. ............. Aa re 301 
BU ee a Dn aa 
NR AO eee 505 
MANUFACTURING CONFECTIONER, THE .... 401 
Re en 205 
Mawer-Gulden-Annia, Inc. -.................. NE . 609 
Merchants Box Company ....................----------------- . 206 
Merck & Company ........................ oe . 407 
NN la lanedelNiadeatelsaschicamsdoomensiewsiuatiislins 403 
National Adhesives Division ................................ 310 
National Equipment Company .................... .210 & 215 
National Sugar Refining Co. of N. J... . 313 
Nulomoline “Company Sc OO EO ROOTS 211 
Package Machinery Company ................................ 101 
I TI ois cisctthiceenncccisnsenavcen eehbcbilonn . 610 
= gt SS | eee eer eren . 214 
Pilliod Cabinet Company .................. a 
pe Me CU anise eee 
Of Rec eee nen: 
Max Rubin & Sons ........................ idacsichtialeyetestaeds an 
Savage Brothers Company ................ . 605 
F. J. Schleicher Paper Box Co. ............................ 201 
Seymour Products Company ................................ 306 
A. E. Staley Mfg. Company ......... eRe ee ee 213 
Sylvania Industrial Corporation ............................ 212 
TR IID Secnnssictunsitestnswnnsbecsnsiotoousin — 
Union Standard Equipment Co. ............................ 312 
Union Starch & Refining Co. -............... es 
Vacuum Candy Machinery Co. —.......0.00000.0........ 207 
Voss Belting & Specialty Co. 20.2.0... 507 
Weinman Brothers ..............................-. ikaiceialceale 506-B 
W. © BR. Ribbon Company ..........--.....----.cccsecssis 204 
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Wels UNDUSTRYS CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service ito our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “’pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Salted Nuts—Chewy Candies—Caramels 


CODE 2A40 
Figs—2 ozs. 5c 


(Purchased in a candy store, 
New York City) 
Appearance of Package: Good. Printed 
cellulose wrapper. 
Size: Good. 
6 pieces of sugared fig paste on a 
board. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: A good eating fig paste. 
One of the best that the Clinic has 
examined in some time. 


CODE 2B40 
Salted Almonds—1 oz.—1l10c 


(Purchased in a drug store, 
New York City) 

Appearance of Package: Good. Plain 
cellulose bag, printed board clip on 
top. 

Size: 

Roast: 

Texture: 

Salting: Fair. 

Taste: Fair. 

Remarks: Package is high priced at 
10c for one ounce. Almonds lacked 
salt. Suggest considerable more salt 
be used as almonds tasted “flat.” 


CODE 2C40 


Molasses Chews—1¥2 ozs.—5c 
(Purchased in a lunch room, 
New York City) 
Appearance of Package: Good. 5 
coated chews in a boat printed cel- 

lulose wrapper. 


Small for a 10c seller. 
Good. 
Good. 
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Good. 

Coating: Dark. 

Color: Good. 

Gloss: Fair 

Strings: Fair. 

Taste: Very cheap. 

Center: 
Color: Good. 
Texture: Too soft. 
Taste. Fair. 

Remarks: Very cheap tasting candy, 
not up to the standard of this priced 
candy. 


Size: 


CODE 2D40 
Assorted Chews—1 lb.—29c 


(Purchased in a Confectioner’s shop, 
Oakland, Calif.) 

Appearance of Package: Good. 

Container: Novelty box, folding, in 
the shape of a house. Imprinted in 
a number of colors, Comic slogans 
and saying printed in colors. 

Chews: 

Colors: Good. Green chew had a 
trifle too much color. 

Texture: Good. 

Flavor: Good. 

Remarks: This is a good-looking 
novelty, makes a good appearance 
and should be a good seller at this 
price. 

One of the best candy novelty pack- 
ages we have seen for some time. 


CODE 2E40 


Pecan Roll—2% ozs.—10c 


Appearance of Package: Good. Printed 
amber color, cellulose wrapper. 

Size: Good. 

Pecans: Good. 


Good 
Vanilla fudge. 
Good. 

Good. 


Caramel: 

Center: 
Color: 
Texture: 
Taste: Good. 

Remarks: A very fine quality piece of 
candy, well made and good eating. 
Cheaply priced at 10c. The best pe- 
can roll that the Clinic has examined 
in some time. 


CODE 2F40 
Pastel Bar—1l'¥2 ozs.—5c 


(Purchased at a candy stand, 
New York City.) 
Appearance of Bar: Good. 
cellulose wrapper. 
Size: Good. 
Bar is made in brittle form from Se- 
same seeds. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: Bar is “different” but lacks 
flavor. Suggest a small amount of 
good molasses be added. 


CODE 2G40 


Assorted Hard Gum Tablets— 
1 oz.—5c 
(Purchased at a cigar stand, 
New York City.) 

Appearance of Package: Good. Printed 
glassine bag. 

Size: Good. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Remarks: The best 5c package of this 
kind that the Clinic has examined 
this year. 


Printed 
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CODE 2H40 
Salted Peanuts—1 lb.—25c 


(Purchased in a drug store, 
New York City.) 

Appearance of Package: Good. Plain 
cellulose bag, printed board, clip on 
top of bag. 

Size: Good. 

Roast: Good. 

Texture: Good. 

Salting: Good. 

Taste: Partly Rancid. 

Remarks: Suggest checking up quality 
of oil nuts are roasted in, as perhaps 
oil was used too many times. Pea- 
nuts had a rank taste. Not a good 
eating salted peanut. 


CODE 2140 
Assorted Caramels—1 lb. 33c 


(Purchased in a chain drug store, 
New York City.) 

Appearance of Package: Good 

Box: One layer, Brown & white candy 
making scene in centre, cellulose 
wrapper. 

Appearance of Box on Opening: Good 
Number of Pieces: 36—% light and % 
dark. 
Coatings: 
Color: 
Gloss: 
Strings: Fair. 
Taste: Cheap. 

Dark Coated Caramels: Vanilla. 
Color: Good. 
Texture: Good. 
Taste: Fair. 

Light Coated Caramels: 
Color: Good. 
Texture: Good. 
Taste: Fair. 

Remarks: Quality of coatings and cen- 
ters is not up to the standard of this 
priced caramels. Suggest better 
quality coatings be used; also that 
three or four flavors be used and 
added to the vanilla. The consumer 
does not care to eat a pound of candy 

if it is all the same flavor. 

Box is neat and attractive but 
candy will have to be better quality 
if this box is going to repeat. 


CODE 2]40 


Assorted Miniature Chocolates— 
(Sent in for Analysis No. 4383) 

Appearance of Package: Good. 

Box: Two layer, buff color embossed 
in gold, tied with red silk ribbon, 
cellulose wrapper outside white wrap- 
per tied with red grass ribbon, gold 
seal printed in red. 

Appearance on Opening Box: Good. 

Number of Pieces: 75 dark coated, 5 
milk coated, 2 half dipped acorns, 2 
half dipped almond and 1 cup. 

Dark Coating: 

Color: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 


Light and dark. 
Good. 
Fair. 


Vanilla. 
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Milk Coating: 
Color: Good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 
Dark Coated Centers:* 
Chocolate Caramel: Good 
Coffee Cream: Good flavor, too hard. 
Pistachio Cream: Hard and dry. 
Cashews: Good. 
Almonds: Good. 
Chocolate Fudge: 
Vanilla Cream: 
Cream; Dry. 
Apricot Jelly: Good. 
Vanilla Cream: Good. 
Raspberry Cream: Cream: Good. 
but entirely too much color used. 
Nut Nougat: Good. 
Ginger Fudge: Good. 
Pineapple: Good. 
Mint Marshmallow: Good. 
Peppermint Cream: Too dry. 
Cup of solid Nut Chocolate: 
Milk Chocolate Coated Pieces: 
Nut Taffy: Good. 
Brazils: Good. 

Pistachio Nut Nougat: Good. 
Vanilla Fudge & Butterscotch: 
Fudge too hard & dry. 
Chocolate Paste: Too dry. 

Ginger: Good. 
Brazils: Good. 
Coconut Cream: Fair. 
Filberts: Good. 
Panned Peanut Good. 
Small Cream Peppermint: 
Y% dipped Acorn: Good. 
¥% dipped Almond: Good. 
Remarks: Box is neat, but not attrac- 
tive for a dollar box. Liner was too 
long; overlapped and wrinkled. 
Packing was neatly done and contents 
were well arranged. 
Suggest the cream centers be 
checked up, first for texture, some 
were hard and dry, others soft but 
too short. Cream centers are easy to 
make and are good eating if made 
right. Suggest more hard pieces be 
added also more chewy pieces. Coat- 
ing was well made and had a good 
chocolate taste. 


Good. 


Flavor: Good.— 


Good. 


Good. 


CODE 2K40 
Sugared Peanuts—1% ozs.—5c 


( Purchased in a candy store, 
New York City.) 
Appearance of Package: Good. Printed 

cellulose bag. 
Size: Good. 
Toasted Peanuts: 
Color: Good. 
Sugar coating: Good. 
Peanuts: Well roasted. 
Taste: Good. 
Remarks: One of the best sugar pea- 
nuts that the Clinic has examined in 
some time. 


CODE 2140 


Licorice—1%ozs.—5c 
(Purchased at a candy stand, 
New York City.) 
Appearance of Package: Good. Orange 
& red folding box, cellulose window. 
Color: Good. 


Texture: Good. 

Taste: Good. 

Remarks: A well made licorice piece 
and had a good licorice taste. Should 
be a good 5c seller for this type of 
candy. 


CODE 2M40 
Assorted Salted Nuts—1 lb.—49c 


(Purchased in a candy store, 
Chicago, Ill. Sold in bulk.) 
Contents: Almonds, Cashew, Brazils, 
Pecans and Filberts. 

Roast: Good. 

Texture: Good. 

Salting: Fair. 

Taste: Good. 

Remarks: About 40% of cashew pieces 
lacked salt. 


CODE 2N40 


Old Fashion Sponge Candy— 
5% ozs.—10c 
(Purchased in a variety store, 
Chicago, II.) 

Appearance of Piece: Good. Printed 
layer board in yellow, red and blue 
on top cellulose wrapper. 

Size: Good. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: We seldom see any more 
sponge candy of this type, but this 
sample is well made and good eating. 
Cheaply priced at 10c. 


CODE 2040 


Toffee—l1 Ilb.—29c 
(Sent in for Analysis No. 4382) 


Appearance of Package: Good. 

Size: Good. 

Box: Folding, yellow printed in blue 
and white; plaid print on ends, cel- 
lulose window. 
Pieces wrapped in 
wrappers. 

Toffee: 
Color: 
Texture: 
Flavors: Good. 

Remarks: Suggest toffee be cooked a 
trifle lower as it was fairly hard. 
One of the best toffees examined for 
some time. This should be a good 
seller as 29c. 


CODE 2P40 


Salted Cocktail Peanuts— 
8 ozs.—2l1c 
(Purchased in a liquor store, 
San Francisco, Cal.) 
Appearance of Package: Good. 
Tin: Vacuum type tin, key opener. 
Colors blue, white and yellow. 
Roast: Good. 
Texture: Good. 
Salting: Good. 
Taste: Good. 
Remarks: A good eating salted pea- 
nut and an attractive tin. 
This is the only way to pack salted 
nuts by a large manufacturer to in- 
sure nuts arriving in the hands of the 
consumer in good condition. 


colored paper 


Good. 
A trifle hard. 
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5 peo a quick look at this new mul- 
tiple-ply paper shipping bag which 
now brings Franklin Baker’s Coconut to 
your plant... 

Then glance through the list of money- 
saving features below—and see how they 
spell lower costs for your business... 


1. No Grier —from nails, chips, or splinters 
that might find their way into your finished 
products. 


2. Less FREIGHT — tare on 100-Ib. bag is only 
3 lbs., as compared to 22 Ibs. for old-fash- 
ioned case. 


3. EASY TO HANDLE — gross weight only 103 
Ibs.,as compared to 162 lbs. for wooden case. 


4. easy To open— simply cut off top of bag. 


5. Easy TO use—coconut more loosely 
packed for easier pouring and weighing. 


6. PerFect PROTECTION —by multiple-ply, 
water-proofed construction. Holds 100 Ibs. net. 


7. SAME FINE CocoNuT— Baker's GEM, fa- 
vorite of the trade. In the paper bag, GEM 
is available in 2 popular cuts—Macaroon 
and Medium. Each is uniformly white— 
crammed with delicious flavor. Order GEM to- 
day. In the new shipping bag, GEM brings 
you more value than ever! 


As 


Na 


oe Pe 


FRANKLIN BAKER’S COCONUT 


Franklin Baker Division of General Foods Corporation, Hoboken, N. J. 


for February, 1940 
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DR. GUENTHER SHOWS 
FILMS ON FAR EAST 


Over 250 persons attended each of the two showings 
of moving pictures of “Essential Oil Production in the 
Far East” presented on January 16 and 18 at the Hotel 
New Yorker, by Dr. Ernest S. Guenther, chief of re- 
search for Fritzsche Brothers, Inc., New York. The 


Dr. Ernest S. 
Guenther, chief 
of research for 
Fritzsche Broth- 
ers, Inc., posed 
for this picture 
on a street in 
Zanzibar, on a 
trip to Africa 
several years 
ago. 


movies were taken during Dr. Guenther’s 1938-39 survey 
of essential oil production in the Far East. A short 
description of his trip appeared in this publication. 
Those attending the Jan. 16 showing were primarily 
users of perfume raw materials and aromatic chemicals. 
The flavor users—confectioners, beverage manufactur- 
ers, etc.—made up the attendance at the Jan. 18 meeting. 
Since these presentations, Dr. Gunther’s pictures have 
been shown in Baltimore, Washington and Boston. Last 
week he flew to the West Coast to give lectures and show 
his films in San Francisco, Los Angeles, and then work 
eastward, winding up his tour in Cleveland the latter 
part of March. A total of 21 lectures have been scheduled. 


HEART ATTACK FATAL 
TO ROBERT RASMUSSEN 


Robert P. Rasmussen, president of the Economy Equip- 
ment Co., Chicago, died suddenly, February 2, from a 
heart ailment following an attack of influenza. He was 
50 years old. He had been active until a few days before 
his death. 

Mr. Rasmussen was widely known in the confectionery 
and biscuit industries, both through his own business 
and through his articles on cooling and air conditioning 
as applied to both industries. His confectionery articles 
were brought to this industry through the columns of 
THE MANUFACTURING CONFECTIONER, and he ap- 
peared as a speaker on the convention program of the 
National Confectioners Association in Chicago last year. 

Formerly associated with the Bentz Engineering Co., 
Newark, N. J., manufacturers of air conditioning equip- 
ment, Mr. Rasmussen was western manager for the com- 
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pany until it discontinued business. In 1928, he organ- 
ized the Economy Equipment Company in Chicago, to 
manufacture and install air conditioning equipment, 
cooling and conveying apparatus for the candy, biscuit 
and other food industries. Under his leadership, 
Economy quickly gained a national reputation in its 
specialty and at his death had grown into a sizeable 
organization. Much of the success of the business was 
directly traceable to Mr. Rasmussen’s own untiring ef- 
forts and to his ability to select men to manage the 
various departments of the business in his absence. Dur- 
ing the past few years he covered the country on his 
contact trips and visits to the company’s New York and 
Los Angeles offices. 

He is survived by his widow, a daughter and a son, 
and three brothers, two of whom are interested in the 
company. 


MODERNIZED SHOW 
CASES FOR CANDY 


“Bulletin H” issued by the Columbus Show Case Co., 
Columbus, Ohio, contains complete descriptions and 
illustrations of the modernized, “streamlined” display 
cases now available for candy and bakery goods. This 
is of special interest to retail confectionery manufactur- 
ers who operate their own stores. One of the new cases 
is illustrated herewith. 

The case shown herewith has extruded architectural 
bronze framework around the glass, protecting it against 
breakage and making it practically a lifetime case. 
Knife brackets on the inside match the framework of 
the case and the recessed standards into which the 
brackets fit, making the shelves adjustable. Although 


Modernized and streamlined display case for Candy, recently 
announced as one unit of a new line, should be of interest to 


£ + teeil 
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ASK OUR JOBBERS FOR SAMPLES 


FRITZSCHE BROTHERS, INC. @ DODGE & OLCOTT COMPANY 


76 Ninth Avenue, New York, N. Y. 180 Varick Street, New York, N. Y. 


Distributors for: CALIFORNIA FRUIT GROWERS EXCHANGE « Products Department, Ontario, California 
Producing Plant: The Exchange Orange Products Company, Ontaruo, California 
Copyright, 19 








FOR INCREASED SALES 


USE P&F QUALITY PRODUCTS 


PENFORD DOUGLAS DOUGLAS 
ONFECTIONERS SPECIAL 


CORN STARCH|| moutpinc 
SYRUP “32 Ske STARCH 


























Successful manufacturers have found that they can rely on our products to 
make candy taste better, keep better and sell better. 


Have you a production problem? Why not write to our Technical Department. 
They will be glad to be of service to you. No obligation, of course. 


PENICK E€ FORD inc 


420 LEXINGTON AVENUE, NEW YORK 
FACTORY --- CEDAR RAPIDS, |OWR 
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the illustration does not show lights in this case, all of 
this series of cases are furnished with General Electric 
fluorescent lights in continuous bronze reflectors. This 
makes for particularly effective display of goods without 
heating. These so-called “da-light” cases permit more 
unobstructed display. The lower sections are made of 
finest cabinet wood in a choice of finishes, and the black 
base section sets back to give ample toe space for the 
customer. A copy of the bulletin may be obtained from 
the company. 

Murray To Manage 

Economy Equipment 


E. L. Rasmussen has been named president and trea- 
surer of Economy Equipment Co., Chicago, succeeding 
his brother, Robert P. Rasmussen, who died early this 
month. Active management of the company will be in 
the hands of J. Ross Murray, who was elected vice presi- 
dent and general manager. Other officers include: Wil- 
liam U. Bardwell, vice president, and George T. Weick, 
vice president in charge of production and engineering. 
Mr. Murray also is secretary of the company. 


NEW HANDBOOK 
ON PECTIN 


A new confectioners handbook on Pectin has been 
published by the California Fruit Growers Exchange 
and is now ready for distribution to the trade. The 
handbook represents a summary of the very latest in- 
formation on the use of pectin in confectionery and has 


been praised highly by several candy makers who have 
seen advance copies. Attractively illustrated and edited, 
the booklet is looseleaf, plastic bound. It contains a 
number of candy formulas, useful information and help- 
ful hints on candy raw materials, sugar sirup data, and 
a treatise on the technique of using pectin in candy. 
Copies may be obtained by writing any one of the com- 
pany’s various offices. 


Charles B. Castle, formerly assistant general sales 
manager, is now general sales manager of the National 
Sugar Refining Co., New York. Henry J. Smith con- 
tinues as vice president in charge of sales. 


Stewart E. Lauer, vice president in charge of sales 
of the York Ice Machinery Corp., York, Pa., has been 
elected president of the company. He succeeds William 
S. Shipley, president for 10 years, who became chair- 
man of the board. Elmer A. Kleinschmidt is executive 
vice president. 


A 24-page illustrated booklet was recently issued by 
the Foxboro Co., Foxboro, Mass., containing complete 
explanations and descriptions of the company’s line of 
indicating thermometers for various industries. 

David M. Keiser, first vice president of the Cuban 
American Sugar Co., was recently elected president of 
the company, succeeding his father, the late George E. 
Keiser. Henry A. Clark, a director, has been made 
vice president. 


Make your Food-Drug Law Labeling 


A SALES ASSET 


We suggest you try these fruits, flavors and fruit centers 
requiring no artificial labeling. 


True Fruit Extracts— 
Regular - Concentrated — 100 % Pure 


Pure Feuit Purees— 


Concentrated Fruit Pulps-—-for cast and hand 


rolled creams— 


Diyzping Fcuits (for cordial center chocolates) 


Strawberries—Pineapple Cubes—Rum Raisins 
Kumquats —- Peach Cubes - Cherries 


Write for prices, etc. 


BLANKE-BAER EXTRACT & PRESERVING CO. 


3224 South Kingshighway 


ST. LOUIS, MISSOURI 
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SUPERB FLAVORS 
por 
HIGH GRADE CANDIES 


fl Variety of Flavors 
For Every Candy Use 


POLAK’S FRUTAL WORKS .. 


36- | SSTH STREST., NEW YOR K 


aie a aon ee CHICAGO 
BRANCHES: LOS ANGELES ° ST. LOUIS 
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THESE FEED BELTS ANO 
TREATED GOTTOMER GELTS 
RUN TWICE AS-LONG- ( 
yOu CANT BEAT'EM 

AT ANY PRICE 


DELFT GELATINE 


in Your Formulae is 
YOUR FORMULA for a BANNER YEAR 


What to Expect from 
BURRELL FEED AND BOTTOMER BELTS 


Faster Cooling — Burrell Treated Bottomer Belts are 
? treated to shorten chocolate set-up time. 
Start the New Year right . . . with 


Delft Gelatine. DELFT has what it 
takes . . . to boost the quality that 
boosts the sales. 


Longer Life— Burrell Belts are made of high-grade, 
durable materials that will stand the severe punishment. 


Non-Shrinking — Burrell Treated Belts do not shrink. 


No Stretch — Burrell Belts are woven to eliminate ob- | 





jectionable stretch. 

With all these advantages, it’s no wonder BURRELL Feed and 
Bottomer Belts are favorites with confection manufacturers. They 
can be had in any width .. . any length . . . treated or untreated. 
Let us send full information. 


“BUY PERFORMANCE” 


DELFT has UNIFORMITY . . . PURITY 

. STRENGTH . . . DEPENDABILITY. 
Delft Gelatine has what it takes to 
produce the best possible formula 
. . - and the Uniformity to keep it. 





URRELL BELT caceceaae 
qu RRELL BELT LL BEL TMi 


Chicago, Illinois 
55 West 42nd St., New York, N. Y. 


Delft Gelatine Works 


629 GROVE ST. JERSEY CITY, N. J. 
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BOTTOMS UP! 
Smooth - Perfect - Glossy 


Here is the belt you have been waiting for. It is brand new 
and never offered before. After long and severe tests its 
performance is sensational. 


voss 
DOUBLE TEXTURE, PAPER-GLAZED, CLOTH- 
BOUND ENROBER BELT 


Produces bottoms that are as smooth as glass, 
perfect and glossy with never a mar, no matter 
where your chocolates ride on the belt. Has great 
tensile strength — Stronger than any other glazed 
belt —long life guaranteed. 


AT 1/, THE COST 


We also carry the most complete line of Belts and Specialties 
used in the Candy Factory: Endless Enrober Belts (plain or 
treated) — Batch Roller Belts— Cooling Tunnel Carrier Belts — 
Cherry Dropper Belts —U-Type and Turntable Belts —CANDYTEX 
Glazed Woven Belts for Conveyors and Packing Tables — Double 
Innerwoven Cotton Belts— Caramel Cutting Boards — Everything 
you require. 


Our prices guaranteed to be the lowest 
Samples on request 


Belting Specialist to the Candy Industry. 


OSS BELTING & SPECIALTY CO. 
CHICAGO, ILL. 


MAXIMUM 
per batch LOO ID. 


Form 6-Style R-Twin Puller 


@ Minimum capacity 15 
Ibs. on each set of 
arms. Pulls either hard- 
boiled or soft-boiled 
ts 


@ Can be used for 2 
batches at once—either 
the same or different 
colors or flavors. 


5301 Ravenswood Ave. 








REBUILT 
MACHINES 
AVAILABLE 


Special low prices 
for all sizes and 
styles. Write for in- 
formation and prices. 


Korm 6—Style R 
TWIN PULLER 


Capacity 15 to 100 Ibs. 
each side. 














DISPLAY PULLEY. 
5 to 10 Ibs. per batch 
FORM O — STYLE A 

@ Excellent for demonstra- 

tion purposes. It is very 

attractive nicely finished, 

an aluminum base and 
nickel trimmings. Motor 
driven. 





Other sizes and styles— 
capacities from 5 lbs, to 
300 Ibs. per batch. Write 
for complete description 
and prices. 














@ All replacement parts in 
stock for immediate delivery. 





| 
eed EE | 
THE ORIGINAL CANDY PULLER 


HILDRETH PULLING MACHINE CO. 
153 Crosby Street st New York, N. Y. 
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CONFECTIONERS’ BRIEFS 





N.C.A. Resolutions 
Committee Named 


The resolutions committee for the National Confec- 
tioners Association convention to be held at the Waldorf- 
Astoria Hotel, New York, June 3 to 6, will be made up 
of the following: W. C. Dickmeyer, chairman, Wayne 
Candies, Inc., Ft. Wayne, Indiana; W. E. Brock, Brock 
Candy Co., Chattanooga, Tenn.; N. F. Fiske, Fine Prod- 
ucts, Corp., Augusta, Ga.; Alton L. Miller, Chas. N. 
Miller Co., Boston, Mass.; William T. Reed, Reed Candy 
Co., Chicago, Ill.; Chester E. Roberts, Imperial Candy 
Co., Seattle, Wash.; and George T. Peckham, National 
Candy Co., St. Louis, Mo. An addition has also been 
made to the dinner-dance committee, according to an 
announcement by Charles F. Haug, chairman of the 
committee in charge of the event. The new member is J. 
T. Flahiff, eastern sales manager of Anhesuer-Busch, Inc. 


Credit Men’s Food 
Group To Repeat Meet 


The Food Group of the Chicago Association of Credit 
Men will sponser a conference of midwest members of 
the National Food Group this year. The first confer- 
ence of this type was held last year under the sponsor- 
ship of the same group. Frank Miller of Best Foods, 
Inc., chairman of the Chicago Food Group, appointed 
H. K. Heath of Durkee Famous Foods, Chicago, as 
chairman of the committee to collaborate with the Chi- 
cago Association of Credit Men in formulation of plans. 
Other members of the committee are E. R. Hirth, Thomp- 
son & Taylor Co.; F. L. Doyglas, Quaker Oats Co.; H. 
Jackson, The Hubinger Co., Keokuk, Iowa, and I. M. 
Austin, Thinshell Products Division, Chicago. The con- 
ference will be held February 23, at the Drake Hotel. 


Ambrosia Chocolate 
Appoints Tom Newth 


A. T. (Tom) Newth has been appointed to the sales 
and technical division of Ambrosia Chocolate Co., Mil- 
waukee, Wis., according to a recent announcement. Mr. 
Newth has been affiliated with the candy manufacturing 
industry for many years and is well known to the candy 
manufacturing trade throughout the country through his 
former association with the staff of the American Lecithin 


Co., Elmhurst, Long Island, New York. 


Gum, Inc., Philadelphia, manufacturers of bubble gum, 
have moved to new and modern quarters at 4865 Stenton 
avenue. The new plant, which provides increased pro- 
duction facilities, incorporates the latest machinery and 
equipment used in the manufacture of bubble gum. 
J. Warren Bowman, president, recently announced that 
Shepherd Knapp, formerly account executive with the 
Aitken-Kynett Advertising Co., Philadelphia, has been 
named sales promotion and advertising manager for 
Gum, Inc. 


Goelitz Confectionery Co., North Chicago, IIl., have 
purchased a factory site at 40 Godwin ave., Midland 
Park, N. J., according to an announcement made re- 
cently by E. F. Kelley. The Goelitz firm is known for 
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The Lehmann 912 Refiner gives you 


SPEED ... QUALITY ...ECONOMY 


This refiner, the most modern on the market. 
produces an output and fineness never before 
attained in a single run. It actually does the 
work of two or more refiners yet operates 
with only the minimum amount of power. 
And it withstands the hardest wear because 
every LEHMANN Refiner is built of highest 
quality materials. Step up your production 
with a LEHMANN Refiner. 


in Machinery Since 1834 
J. M. LEHMANN COMPANY, Inc. ° 
Established 1834 


250 WEST BROADWAY NEW YORK,N.Y. 9 pivasmy no cree 
Factory: LYNDHURST, New Jersey YOU A DEMONSTRATION 


i aed 


The Standard for Quality 


me "S Se tm Ow FF 
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its candy corn and other cream bulk candy specialties. 
The company’s Brooklyn factory equipment is being 
moved to the new location. The new factory has a floor . 

area of 25,000 sq. ft. and is being equipped with modern an es set up 
machinery of the newest type for the manufacture of the 

candy specialties for which the company has a national 


reputation of 40 years’ standing. Walter A. Goelitz is ¢ j | 9? 
in charge of the new plant. oo Ss ow y + 


According to Food-Drug Bulletin No. 67 issued by the Or in  “guaping” of chocsiance — “bushing” of herd 
N.C.A., the Food-Drug Administration has expressed the candies — difficulties in wrapping—that cause you 
opinion that the term “cocoanut butter,” is misleading trouble? Back of these costly delays may be a simple 
because of its similarity to the term “cocoa butter,” and one gare and humidity problem that you can 
should not be used in listing ingredients on candy labels. reais Saeaicns 
The products so listed heretofore should be listed as If this is your problem, let us show you how Sturtevant 
“cocoanut oil (stearine)”, “hardened cocoanut oil.” or Air Conditioning can effectively solve it. Our years of 


-—_ 8 - -- 9 experience in solving similar problems for such con- 
hydrolized cocoanut oil,” as the case may be. cerns as Pine Bros., Miller and Hollis and American 
Mint Co. 


o 


Se 


Harry Wischmann, William J. Wischmann, Inc., 
Brooklyn, was recently elected president of the Candy The Cooling and Air Conditioning Div. 6. F. Sturtevant Company 
Executives Club of New York. Victor A. Bonomo, HYDE PARK, BOSTON, MASS. 

Candy Corp., of America, Brooklyn, is first vice presi- Atlanta Camden Chicago Greensboro Los Angeles New York 
dent; Mario Gianini, Wallace & Co., Brooklyn, is second 
vice president; and Charles Dillon, White-Stokes Co., 


New York, is secretary. S | U ri eva n 


Loft Candy Corporation is the name of the new com- 
pany which was recently organized to operate the candy Mi Coot Leon itt 
business of Loft, Inc., Long Island City, N. Y. Officers Ve 4 
of the new company include the following: Edward A. 


LeRoy, Jr., president; A. B. Hoppe, vice president; Frank 
\ * s > . D. ; . 
P. Burns, vice president; E. L. Flint, vice president; hh Mctedaladente Mb tictactecie ec 











The New Greer Cooling Tunnel 


Air Conditioned 


Cools Candies on a Steel Belt 


A self contained air conditioning unit supplies cold air to the New Greer 
Tunnel, both above and below the steel belt that carries the candies. 
Bottoms are quickly set. The steel belt is inside the Tunnel at all times. 


MORE EFFICIENT — OUTSTANDING PERFORMANCE 
Chicago: 43 E. Ohio St. J. W. GREER CO. 


London: Bramigk & Co., Ltd. 
CAMBRIDGE, MASS. 
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INDUSTRIAL HYGIENE 
A CLEAN Plant is a PROFITABLE Plant 
Breuer's Ball Bearing 


Portable Industrial 

Vacuum Cleaner 
Cleans EVERYTHING,—cracks and crev- 
ices where insects breed, floors, walls, 
shelves, overhead pipes, etc. Power unit 
quickly removable for blowing dust and 
dirt out of motors, mixers, wrapping 
machines, and all hard-to-get-at places. 
Sprays paint and insecticide. Protects 
health of employes and purity of prod- 
uct. Prevents spoilage. 

Write for Literature and 

FREE TRIAL OFFER 


BREUER ELECTRIC MFG. CO. 
5120 N. Ravensweod Ave., Chicago, I1! 











Cobee |i Brand 
Hard Fats 


Highest quality hard coconut butters with low and moderate 
melting points. They give smooth centers and fillings; Even 
creamings; Delicious consistency. Try them for Caramels, Nougats 
and general center requirements. ALSO COCONUT AND SOYA 
BEAN OILS. 


Write for specifications, samples, etc. 


Prod BOONT 


VANILLIN 


LIGNIN VANILLIN, C. P. 


G ti lf an uninterrupted 
source of supply of Vanillin for your 
products. 

LIGNIN Vanillin is made entirely from 
native American materials. 

Requests for sample’s on your firm’s 
letterhead will be promptly answered. 


AROMATICS DIVISION 
GENERAL DRUG COMPANY 


170 Varick St., N. Y. C. 9S. Clinton St., Chicago. 
Interior of Factory 907 Elliott St., W., Windsor, Ont. 
WISCONSIN, U.S.A. Transportation Bldg., Los Angeles, Cal. 

















CONFECTIONERY BROKERS 


DONALD A. IKELER 
2029 E. Main Street 


KALAMAZOO, MICHIGAN 
Territory: Michigan 


H. L. BLACKWELL COMPANY 
P.O. Box 3040—Sta. “A” 
EL PASO, TEXAS 


Territory: Texas, New Mexico and Arizona 








JAS. M. ROTHSCHILD CoO. 
1026 Fourth Avenue, S. 
SEATTLE, WASHINGTON 


Territory: Pacific Northwest Trading Area. 
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Adolphe Radnitzer, vice president and secretary, and 
W. F. Fitzgerald, treasurer. President LeRoy is also 
treasurer of Phoenix Securities Corp., which owns 30 
per cent of the Loft stock. Mr. Hoppe will be in charge 
of sales. James W. Carkner, formerly president of 
Loft, Inc., is chairman of the board of the new company. 


George T. Price of 
Reymer Bros. Dies 


George T. Price, who on Christmas day celebrated his 
56th Anniversary with Reymer & Brothers, Pittsburgh, 
Pa., died recently of injuries suffered in an automobile 
accident. Beginning his career with the candy firm as 
an errand boy, Mr. Price was elevated to the presidency 
in 1936. For many years he was vice president in 
charge of the retail stores of the company. Mr. Price 
was a member of Masonic bodies, the Pittsburgh Athletic 
Association, the old Pittsburgh Country Club, and St. 
Andrew’s Episcopal church. He was a past president 
of the Associated Retail Confectioners of the U. S. 
holding that position for two terms, and he was a member 
of the executive committee of that body for many years. 


Washington Candy Co., Washington, Ohio, one 
of the largest candy factories in central Ohio, recently 
re-elected its encumbent officers for the ensuing year. 
They include: W. M. Campbell, president; Willis Lan- 
singer, vice president, and Colin Campbell, secretary- 
treasurer. 


Harrisburg Grocery Co., Harrisburgh, Pennsylvania, 
are opening a separate candy department, according to 
Max Lehrman. 


Mitchell Candy Co., 81 W. Concord St., Boston, is 
a new candy manufacturing firm which recently opened 
for business. Michael Guzelian heads the firm. 


An analysis of the principles and procedures relating 
to contracts between government and private business, 
believed to be the first complete study of this important 
subject, is contained in the November-December issue 
of the N.A.M. Law Digest, recently released to the mem- 
bership of the National Association of Manufacturers. 


Akron Candy Co., manufacturers of lollypops, in De- 
cember moved its manufacturing operations to a newly- 
purchased plant in Bellevue, Ohio. The Akron factory 
was closed down December 11, and it was expected that 
transfer and establishment of manufacturing machinery 
in the new plant would be completed in time to permit 
the company to begin operations at the new location 
by January 1, according to Ernest Kirtz, president and 
general manager. The building in Bellevue has 50,000 
sq. ft. of floor space, which will permit the company to 
modernize its entire production layout for greater effi- 
ciency. The company employs 75 persons. 


The Industry’s merchandising-advertising campaign 
received a final “boost” just before the end of 1939, 
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when the December 17th issue of “Youth,” supplement 
to the Catholic magazine “Our Sunday Visitor,” carried 
a full-page color advertisement featuring candy, on its 
back cover. It is estimated the supplement has a circu- 
lation of better than one million. A good send-off for 
the campaign in 1940 was the publication of a full-page 
color advertisement featuring the slogan in the January 
5 issue of “Young America,” which has a huge circula- 
tion also. This is the third advertisement on its back 
cover donated by the magazine. 


Pelican State Candy Co., New Orleans, opened its new 
three-story factory at the beginning of December. Max 
J. Pinski, president, announced the opening on the 
occasion of the company’s third anniversary. The new 
factory has three floors with 30,000 sq. ft. of floor space 
as compared with the original factory of 12,000 sq. ft. 
The number of employees has risen to 100 persons as 
compared with the 30 employed in 1936. 


The New York Manufacturing Confectioners Board 
of Trade held a combined Christmas and New Year’s 
meeting on December 28, at the North Colonial room of 
Schrafft’s, New York. After a review of the past 
year’s business, the members of the Board together with 
their assistants participated in the distribution and re- 
ceipt of gifts, consisting of samples of products of the 
member manufacturers. A. J. Frick, credit manager of 
Life Savers, Port Chester, N. Y., presided as chairman. 
Others in charge of the meeting were D. H. Micholson 
of Henry Heide, Inc.; A. H. King of Lamont, Corliss 
& Co., and Mrs. H. J. Luch of Life Savers Corp. 








A Complete Pectin %& to Ul 


\ 


/ NOTHING 
to Add 


Product for Making 
Jellied Candies 


SPEAS MFG. CO 
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HOOTON 


Chocolate Coatings 


HOOTON CHOCOLATE COMPANY 
NEWARK, NEW JERSEY-EST. 1897 


CITRIC ACID 


TARTARIC ACID 
CREAM OF TARTAR 


SODIUM CITRATE 


PFIZER 
QUALITY 


1849 


Manufacturing Chemests 


CHAS. PFIZER & CO., INC. 


81 MAIDEN LANE, NEW YORK, N. ¥. 
444 GRAND AVE., CHICAGO, ILL. 





MODEL 
LP-2 


You can increase your profits on pops by installing 
this advanced wrapping machine—a real money- 
saver that outclasses former pop wrappers on 
every count. 

Right from the start, the Model LP-2 saves you 
20% on wrapping material costs. Uses transparent 
cellulose or waxed paper in economical roll form; 
also takes less material to make a neater, tighter 
wrap. The machine is fast—wraps 110 to 120 pops 
per minute—and requires only one operator. It is 
more compact than former models, saving valu- 
able floor space. 


Extremely flexible, the LP-2 handies rectangu- 
lar, round, oval, ball, or pear-shaped pops, and is 
easily adjusted for different sizes. 

All operating parts are enclosed in the case of 
the machine, protected from sugar dust, syrup, etc. 

Despite all its many improvements, the LP-2 is 
priced considerably lower than our former pop 
wrapping machine. 

Consult our nearest office for further informa- 
tion about this money-saving machine. 


Write for Literature 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK CHICAGO 
Peterborough, England: Baker Perkins, Ltd. 
Mexico, D. F., Apartado 2303 


CLEVELAND 


LOS ANGELES TORONTO 


Melbourne, Australia: Baker Perkins Pty., Ltd. 
Buenos Aires, Argentina: David H. Orton, Maipu 231 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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CANDY PACKAGING 


DEVOTED TO BETTER 


PACKAGING AND MERCHANDISING METHODS 


PUBLISHED BY 
THE MANUFACTURING CONFECTIONER PUBLISHING COMPANY 


400 West Madison Street, Chicago, II. 


71 West 23rd Street, New York City 





CHRISTMAS AND CANADA 
Two Candy Packages Get New Clothes 


By H. CARLISLE THOMAS 


Member Packaging Clinic 


concluded that there is not a man living who does 

not crave appreciation and attention. He lists one 
case history after another to illustrate his point, and it is 
truly amazing to what lengths the individual will go to 
achieve attention. Some men’s minds lead their desire for 
recognition to making the best mouse traps in the world, 
while others go to the other extreme of becoming John Dil- 
lingers; some become flag pole sitters, while others take 
trips to Antarctica. The learned psychologist concludes 
with the statement that if we all showed more apprpecia- 
tion, the world would be a better place to live in, but 
few people know the fine art of appreciation and how 
to show it. 

Discussing this subject with the editors of this publica- 
tion, we agreed that there is at least one group that 
knows the art of appreciation and does not hesitate to 
show it. Your many fine letters of kindly appreciation 
have really given us a new slant on the Confectionery 


I\ NOTED psychologist, after years of research, has 


In This Modernized Version of a Chocolate Assort- 

ment Box, the Problem Was to Retain the Design 

Idea and the Size of the Box. Note That Re- 
designed Box Looks Larger. 


Industry and have given us the desire to be of utmost 
service to you in this work of re-designing your pack- 
ages and telling you about the fine points involved. 

Ordinarily, a package for re-design is not chosen be- 
fore the Packaging Clinic Board has seen them all. How- 
ever, in this case, we received a letter with some very 
definite questions from the Miller Candy Company with 
respect to redesign of the package of fancy ribbon candy 
for Christmas which they submitted to the Clinic. Their 
letter asked whether their package in its present form, 
with the addition of a list of ingredients, would do for 
next year’s Christmas business, or whether an entirely 
new design would be better. 

Our answer is that since the listing of ingredients on 
the present box top would entail considerable difficulty, 
it might be best to revamp the entire box cover. Accord- 
ingly, we have done a rough sketch of a design incor- 
porating the list of ingredients and several other features 
which will brighten up the box, and present it herewith, 


























showing how it compares with the old box. 

The present design which is done in red, green and 
midnight blue does not violate the rules of simplicity, 
but on the other hand, neither does it have the mer- 
chandising appeal which could be put into it. The candy 
itself is of such a shape, size and color as to lend itself 
very well to being featured in displays, and what is more 


natural, then, than showing it? Consequently, our re- 
design includes a “window” in the box through which 
the bright and interesting color of the candy can exert 
its appeal and influence on the prospective purchaser. 

Several preliminary sketches were designed to get the 
“feel” of the box and its selling points. These included 
different shapes such as bells, stars, and gothic cathedral 
window effects as a possible choice for a transparent, 
opening. A Santa Claus was finally chosen. This is 
jessentially a Christmas candy and its greatest volume 
comes during the holiday season. Hence, the choice of 
a figure of Old Nick seemed best suited to the purpose. 
In the bag on his back was the most logical spot to place 
the transparency through which the varied coloring of 
the ribbon candy inside could shine through. 


While this design is a little more involved than the 
original and has a rather “busy” appearance, it is felt 
that in the definite tie-up with Christmas as portrayed 
by the fireplace and stockings hung up and Santa about 
to fill them, the appeal to children will bring greater 
sales results than the original submitted to us. 

A lumarith window in the die-cut opening will run a 
trifle more expensive than the box submitted, but when 
once a potential customer sees the beauty of coloring in 
the actual candy, the desire to buy will outweigh the 
extra cent or two per box and a sale is consummated. 
The colors used in the redesign were red, green and black. 
The black instead of blue gives a sharper contrast than 
the blue used in the original. 


Extension Edge or Not? 


The second package chosen for redesign was that 
submitted by Moir’s of Halifax, Canada. It is a little 
difficult to suggest redesign for a box when you are not 
well acquainted with the market to which it goes or the 
tastes of the people you are trying to sell. I am told 
that the Canadian customer is a good deal different from 
the U. S. customer and that his tastes do not always 
run the same as our own here. Not knowing this market 
and what its preferences are as far as package design 
is concerned. we did the redesign on the basis of our 
knowledge of U. S. preferences. No doubt the Canadian 
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The Old Box Above Required Re-design to Incorporate List of 
Ingredients. Certain Other Features, Notably the “Window” 
Were Added to Enhance Customer Appeal and Display Value. 


market would react favorably to the suggested changes, 
too, since good things in design, art, music, etc. know 
no boundaries or social differences. 

The original box was a heavy, ornate creation utilizing 
four colors in the illustration in addition to gold used 
as part of the background. The box was extension-edge 
with a padded top, gold embossed, and has a gold-edged 
ribbon. We feel that these items brought the unit cost 
of the box up beyond its worth, as far as the final 
appearance was concerned. 

The allegorical pot of gold at the end of the rainbow 
seems a little juveline in an adult world for which this 
package is designed. A simplified gold spot and a 
streamlined rainbow are all that was needed to convey 
to the average person that here, indeed, is the “pot of 
gold,” a truly fine confection. With this thought in 
mind, the ribbon tie, extension edge, padded top and 
four color illustration were eliminated. A gold pot on a 
black panel was superimposed on a gold background 
which, according to the laws of dynamic symmetry, 
covers two-thirds of the top area. 

The rainbow lines which contained six pastel tints 
were placed in such a manner as to start at the left 
corner of the left end of the box top, run along the bot- 
tom edge, sweep up and across two thirds of the top, 
then down and along the front lower edge and around 
to the right end. This continuous rainbow is designed 
to give an enlarged appearance to the box, as shown 
in the accompanying illustration. We have actually cut 
down on the size of the box by elimination of the ex- 
tension edges, but have given the illusion of greater 
size by using a design technique tending in that direc- 
tion. We have done this on an earlier package, and we 
say again, as we said at that time, this is far less ob- 
jectionable than the idea of trying to create the impres- 
sion of greater size through the use of wide extensions, 
false bottoms, etc. Let us hasten to say at this point, 
however, that we do not believe the extension edge on 
this original box was used to create the idea of greater 
size. As a matter of fact, the length of the extension 
conforms to the length which our own U. S. Food-Drug 
Law Administration says may be properly used. 

Finally, on this box, we have retained the lettering 
used in the manufacturer’s name and the other text 
carried below it, although we have used a more modern 
lettering style to carry the name of the assortment. The 
manufacturer’s name and additional text were placed at 
the lower right against a black background to give it 
more prominence. We also allowed space for listing of 
ingredients. However, since Canadian law does not re- 
quire this, it is suggested that this space be used for 
an additional description of the assortment, which was 
carried on the bottom of the box on the package sub- 
mitted. The cost of the redesigned box compares favor- 
ably with that of the package submitted, and from the 
standpoint of U. S. packaging and design conceptions 
gives a much better impression of the quality of the 
candy which it contains. 
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YOU CAN JUDGE A 
MAN BY HIS FRIENDS 


It is certainly true that you can judge a man by the 
company he keeps — and this is equally true when ap- 
plied to firms in business. Find out the customers that 
a company is serving, and you will get a pretty good 
idea of that company’s ability to also be of value to you. 


We think it applies particularly to Riegel Papers, for 
they have been adopted by leaders in almost every 
field. Your own packaging problem may resemble one 
of theirs — or it may be strikingly different — but in 
either case, our broad manufacturing experience and ex- 
ceptional facilities should assist in giving you what you 
want from a combined standpoint of protection, appear- 
ance, production efficiency and economy. Write us today. 


Paperr 


RIEGEL PAPER CORPORATION 342 MADISON AVENUE, NEW YORK,N. Y. 
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Ribbon Candy 
2 Ib.—22c-24c 


CODE 1140 — Description: Large 
die cut, folding telescope Christmas 
box. Printed in three colors, green, 
red and dark blue. 


Design: Off center at the right, a 
holly wreath in green against a back- 
ground of dark blue and red. Solid 
red and blue continue down the side 
walls of the box. Lettering is in re- 
verse. 

Appearance on Opening: Holly tis- 
sue is used as liner around the two 
layers of “ribbon candy.” The candy is 
well striped and the colors good. 
Candy was broken up from shipping, 
however, indicating that a better job of 
packing to prevent breakage must be 
done if this candy is to be shipped any 
great distance. Layerboard separated 
upper from lower layer. 

Sales Appeal: This type of candy 
has been one of the favorites in East- 
ern states for many years, especially at 
Christmas time. Difficulty of shipping 
intact may have something to do with 
its lesser appeal farther west. The 
Clinic believes that the use of deep 
blue for the box top is not good, and 
suggest its elimination. 

Display Value: One main criticism 
of this box is that it does not permit 
of display of the candy inside without 
actually opening the box. However, 
the manufacturer has partly overcome 
this by illustrating the candy as part of 
his cover design. 

Remarks: This package was sub- 
mitted to the Clinic for suggestions as 
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CANDY PACKAGING -BOARD -OF THE . MANUFACTURING CONFECTIONER 


Clinic Meetings of the Packaging Board are held Quarterly at M. C. Chicaqo Offices on 15th of the following months: january, April, July, October 


Above, Design by: 
Chas. C. S. Dean 


Box by: 
Mutual Box Company 





to change in design, inasmuch as the 
New Food Law makes it necessary to 
incorporate listing of ingredients on 
the main panel. A complete re-design 
of this package is shown in our feature 
Packaging article this month, and the 
new package is discussed in complete 
detail. Let it be said here that the 
Clinic feels that the old package was 
adequate with the exception noted 
above, e. g., it does not give enough 
protection to the candy. However, 
since the package must be changed to 
meet the new labeling requirements, 
several innovations on the design have 
been suggested. Consultation with this 
manufacturer’s box supply source, or 
with several available paper specialities 
supplies, should evolve a method for 
giving greater protection to the con- 
tents. 


Triple-X Chocolates 
1 lb.—$1.00 


CODE 1240 — Description: Cello- 
phane wrapping secured with gold seals 
carrying manufacturer’s name, etc. 
Box top covered with gold paper faintly 
embossed with natural color photo of 
girl at left, three-color rainbow diag- 
onally at center, and red gold-edged 


THE 
CANDY 


PACKAGING 


CLINIC 






ribbon and bow diagonally across up- 
per right corner. 

Design: Figure of girl, in sitting 
posture holding a box of candy into the 
light colored rainbow. Above her, 
name of the assortment in gold script. 
At lower right, the manufacturer’s 
trade-mark name in gold letters inlaid 
in red. Other lettering in gold below 
this. The ribbon and bow pass across 
this letterng, partly obscuring it. 


Appearance on Opening: Very at- 
tractively packed assortment of choco- 
lates with several different shades of 
coating and some of the pieces foil 
wrapped. The foiled pieces held to en- 
hance an already interesting arrange- 
ment of both upper and lower layer. 
The assortment is in truth a “pot of 
gold” for it contains 24 different kinds 
of pieces, and all of these pieces are of 
a size in keeping with today’s trend in 
chocolates. 

Box Findings: Spider web glassine 
completely around two layers of candy. 
Secured at top by same kind of gold 
seal as used on the cellulose outer 
wrap. Upper layer separated from box 
top by embossed padding; padding is 
underlined with glassine. Brown paper 
cups, brown layerboard and brown pa- 
per dividers, diagonal in lower layer. 
Gold and silver foil for some pieces. 

Sales Appeal: The popularity of this 
package is attested by the fact that it 
has been on the market in Canada long- 
er than any package this manufacturer 
knows of. This particular design is a 
departure from the former design which 
was previously submitted to the Clinic, 
and incorporates several suggestions 
made by the Clinic at that time. While 
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the new design shows improvement over 
the old, we feel that the general scheme 
of the design is outmoded and should 
be completely re-done as soon as feas- 
ible. However, even the present design 
has good sales appeal. 

Display Value: Good. 

Remarks: Since this design has only 
recently been incorporated into the 
box, the manufacturer may feel the 
time is not propitious for a complete 
change. However, in order to show the 
possibilities of modernizing this entire 
package, a redesign is shown in our 
feature Packaging article this month, 
and a detailed discussion of what was 
done and why, is given there. The 
Clinic feels that this is a good value 
in a chocolate assortment, and there- 
fore, it deserves the very best box that 
could be designed for it, consistent with 
the cost allowance made for the pres- 
ent box. The box design now being 
used is a considerable improvement 
over the box submitted for criticism a 
year or so ago, and the Clinic feels 
that the manufacturer will benefit from 
this improvement. 


Toffee 
1 Ib.—19c¢-29c 


CODE 1340 — Description: Folding 
die cut package with tuck-in ends se- 
cured with scotch cellulose tape. Cen- 
ter cut-out covered with cellophane as 
“window.” 

Design: Scotch plaid design in red 
against yellow background. Lettering 
is also in red, some in script and some 
in type. The word “Toffee” is imposed 
over the “window” in large letters, 
while the manufacturer’s trade marks 
are at left and right. Lettering also 
carried out on side walls, red on white. 
The underside of the package carries a 
block of type in red against yellow by 


means of which a description of the 
method of manufacture and the pur- 
pose of the ingredients is given. 

Individual Pieces: The package con- 
tains approximately 80 pieces, each one 
individually wrapped in maroon col- 
ored, gold printed wrap. There is also 
an inner partial wrap of white wax 
paper. 

Appearance: Two packages of these 
toffees were submitted, one in the colors 
described herein, and the other in pre- 
dominate blue coloring. The Clinic 
feels that the red-yellow combination 
is the most effective, as it is more at- 
tractive and cleaner-looking. 

Remarks: The Clinic feels that this 
package as designed and decorated has 
sufficient merit to be retained in its 
present form. There are very few 
packages carrying candy for this price 
class which have as much expense put 
into them. The design could be toned 
up and strengthened, but in its present 
form, the package should do a good job 
from the display and sales standpoint. 


“Memory” Assortment 
1 lb.—75c 


CODE 1440 — Description: Tele- 
scope box with extension’ edges, 
wrapped in cellophane which is both 
sealed by heat and secured with gold 
seals carrying the manufacturer’s name. 
One box submitted was covered with 
cream colored flint paper and another 
in red. and both were printed and em- 
bossed in gold. 

Design: Illustration completely 
across panel showing a landscape scene 
with a giant new moon just rising be- 
hind the house. On the red box, this 
illustration is better than on the cream 
colored, although both leave much to 
be desired. 
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Appearance on Opening: Two layers 
of very large chocolates in light and 
dark coating. In diagonal corners, 
two foiled pieces, and two panned jor- 
dan almonds lying on top of chocolate 
pieces to give a touch of color to the 
upper layer. Chocolate is dull (no 
gloss), but stringing is fair. 

Box Findings: Embossed padding 
over upper layer, underlined with glass- 
ine. Embossed lace flies on each side 
of box. Brown glassine cups. Brown 
layerboard. Under this, another piece 
of glassine-underlined, embossed pad- 
ding. 

Sales Appeal: Candy is too high 
priced. There is nothing in the design 
or the box itself to lift this assortment 
out of the welter of other package as- 
sortments offered to the public. 

Display Value. Fair in the red box. 
Very poor in the cream colored box. 

Remarks: Since these two packages 
will have to be redesigned anyway, to 
conform with the requirements of the 
new Food and Drug law, the Clinic 
suggests that the manufacturer re- 
design the entire assortment, beginning 
with the size of the pieces and working 
from the bottom up, so to speak. With 
smaller pieces, a rearranged pack in a 
more modern box, priced in its proper 
price range, a package with real sales 
appeal and_ repeat-business potential 
could be built which might surprise this 
manufacturer. 


Pecan Assortment 
1 Ib.—$1.00 


CODE 1540 — Description: Vacuum 
tin wrapped in cellophane. On bottom, 
underneath the cellophane, a circular 
paper sheet on which was printed the 
story of the candy contained in this 
assortment. Tin was lithographed in 
three colors. 

Design: Tin top contained a repro- 
duction of a scene in New Orleans’ 
famous old French quarter. Under- 
neath this, in red lettering, the candy 
maker’s trade mark. Side walls of the 
tin carried a pattern of iron-lace fence 
much used in the older sections of New 
Orleans, which is a good tie-up with 
the theme on the tin top. 

Appearance on Opening: Interior 
separated into four compartments by 
means of white cardboard divider. The 
inner wall of the tin was lined with cor- 
rugated paper. Each compartment 
contained a variation of this old Creole 
candy, one compartment having foiled 
pieces, another cellulose wrapped pieces, 
and the other two having unwrapped 
pieces. Very unusual candy and unusu- 
ally good eating, except that in some 
cases the nut meats do not seem to 
have been too well picked over, for 
shell was found in most pieces. This 
assortment indicates great care in plan- 
ning and execution. 

Box Findings: Corrugated upper 
pad, in white. White divider. Gold 
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foil and cellulose wrappers. Corru- 


gated liner around inside wall. 

Sales Appeal: The Clinic believes 
this package will have greater appeal 
to the tourist trade in New Orleans 
than to the home market. It is an 
excellent traditional package for the 
tourist to send “back home to the 
family” as breathing some of the spirit 
of old New Orleans. The price makes 
it a very good buy as a souvenir pack- 
age and the quality of the candy should 
bring back a lot of repeat business. 

Display Value: Nothing unusual 
about the box to give it special display 
value, except of course, that its design 
illustration is a copy of a famous paint- 
ing. 

Remarks: Execution of the litho- 
graphed illustration on the tin top 
could have been improved. It is poor 
illustration to put a square effect on a 
round surface. That is, the illustration 
should have been rounded off (vig- 
netted, says the Designer member) at 
the sides. This would have made the 
surface area look larger. The other 
criticism is that no attempt was made 
to work the manufacturer’s trade mark, 
etc. into the general design, artistically. 
Instead, the lettering is more or less 
splashed onto the bottom in red ink, 
completely out of harmony with the 
general dignity that it was hoped to 
achieve by use of the famous painting. 
Why not work this into reverse letter- 
ing (dignified and subdued) running 
around the edge of the tin on the lower 
side of the picture? 


Dixie Chocolates 
1 lb.—60c 


CODE 1640 — Description: Tele- 
scope box with covered embossed litho 
paper printed in chocolate brown and 
gold. 


Design: Simple design consisting of 
diagonal lines running in two bands 
diagonally from lower left to upper 
right, the one band at upper left and 
the other, longer band, at lower right. 
Into this lower band is worked a very 
small colonial silhouette figure carry- 
ing an umbrella. At upper right, in 
modern condensed style type the manu- 
facturer’s name and the name of the 
assortment. 


Appearance on Opening: A _ very 
well-made assortment of chocolates 
and nut roll pieces. Unfortunately, the 
appearance of the chocolates was 
spoiled because of the fact that the nut 
cracklings from the nut roll pieces had 
spread over the entire box and gave 
the chocolates a dusty, dull appearance. 
Pieces show evidence of superior qual- 
ity and workmanship in other respects, 
however. 

Box Findings: Lace flies, padding 
embossed with manufacturer’s name, 
brown glassine cups, wax paper liner. 

Sales Appeal: The box itself has 
nothing special to lift it out of the or- 
dinary. But, with the interior dis- 
played, the Clinic feels this assortment 
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This Package Was 
Considered Outstand- 
ing Except for the Treat- 
ment of the Trade Mark 
Below the Illustration. 
See the Clinic’s Recom- 
mendations About the 
Trade Mark. 


will attract its share of customers. 

Display Value: Fair 

Remarks: This assortment finds its 
greatest market through retail manu- 
facturer’s shops, hence its packaging 
is perhaps not as important from the 
sales and display point of view. If any 
amount of these packages are shipped, 
the Clinic suggests that each nut roll 
piece be wrapped in cellophane so that 
the nuts do not spread all over the 
box, ruining the appearance of the 
other candy. A very clever way of 
complying with the requirements of 
the New Food and Drug laws has been 
employed by this manufacturer, and we 
might say, incidentally, that the manu- 
facturer has been fortunate in having 
a simply designed box to work on. A 
gold label has been printed, containing 
all the necessary information. This is 
pasted on the box top in such a way 
as to completely balance with other de- 
sign features. Far from detracting 
from the appearance of this package, 
the gold label enhances it. Imagine a 
law doing some real good for a candy 
manufacturer! 


“Treasure” Chocolates 
1 Ib.—$1.00 


CODE 1740 — Description: Exten- 
sion edge box wrapped in cellophane 
secured with gold embossed seals car- 
rying the manufacturer's name and slo- 
gan. Box top is covered with thick 
flint paper embossed in a pebble effect. 
One sample was in pink paper, the other 
in buff. Lettering in gold on both. 
Lower extension edge is gold.. 

Design: No illustration. The manu- 
facturer’s trade mark and slogan are 
printed as one panel at upper left. The 
name of the assortment in script let- 
tering at lower right. Underside of 
box contains description of assortment 
printed in gold. 





Appearance on Opening: 
colored chocolates with unusual string- 
ing apparently created with a cake 


Light- 


icing cone. Four corner pieces are 
wrapped in silver and blue foil. The 
appearance of these candies is a little 
too ornate to be especially attractive, 
yet the Clinic hesitates to condemn the 
idea. Perhaps this manufacturer has 
hit upon a new idea to attract the cus- 
tomer. Yet, by use of just a few of 
these decorated pieces to go along with 
conventionally-strung pieces, a more 
appealing appearance might be given, 
the Clinic believes. 

Box Findings: Embossed flies. Em- 
bossed padding underlined with glass- 
ine above upper layer. Brown glassine 
cups for each piece. Brown layerboard 
and another sheet of glassine-under- 
lined, embossed padding between upper 
and lower layer. Blue and silver foil 
on several pieces. 

Sales Appeal: Of the two colors 
used for the box tops, the pink will 
have more sales appeal, although 
neither the pink nor the buff are above 
the ordinary. The use of the word 
“treasure” to describe this assortment 
suggests an illustration for incorpora- 
tion into the box top design. Why not 
use an illustration? 

Display Value: Open, this assortment 
will make a good display. With the 
tops on, these boxes are ordinary. 


Remarks: These are stock boxes, of 
course, but the Clinic feels that for the 
same money, this manufacturer could 
find boxes more suitable in color and 
design for really puting appeal into 
his candy. The box must be brought 
into line with the requirements of the 
Food-Drug law, so perhaps the com- 
ing months will see a change in con- 
tainers for this assortment. There is 
no limit to the design and illustration 
possiblities for a “treasure” assort- 
ment. 
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Assorted Chocolates 

1 Ib.—$1.00 

CODE 1840 — Description: Half- 
shoulder box completely covered with 
cerise flint paper. This is a retail 
manufacturer’s package, hence no other 
protective decorative wrapping is re- 
quired and none is used. When sold 
in the manufacturer's shops each box 
is hand-wrapped and tied with ribbon 
by the sales girl. 

Design: Very colorful, modern de- 
sign using as its illustration an en- 
largement of the figure which has been 
created as a trade mark for this manu- 
facturer. Under this main figure, a 
smaller reproduction of the actual trade 
mark itself. The name of the assort- 
ment is carried off vertically at the 
upper left in a clean, modern lettering. 
The red of the flint paper is used to 
advantage in the illustration, the only 
additional colors used being gold and 
white. The lower portion of the box 
is decorated with an up-and-down ef- 
fect in gold, which makes for a good 
contrast between the two parts of the 
complete box. It is interesting to note 
that the manufacturer’s trade mark is 
carried, also, in two places on the 
shoulder of the lower portion. Thus, 
when the box is open and the cover 
separated from the the container, the 
identification of the candy still remains, 
unobtrusively, but effectively. This is 
an outstanding design, by any standard 
of measurement. =) 

Appearance on Opening: Fight tiers 
of dark-coated chocolates of true 
miniature size on which the gloss and 
stringing is above the average. The 
upper layer is in a tray of its own and 
each tier of pieces is enclosed in a 
double set of dividers with modified 
(rounded) saw-tooth edges. Four gold 
foiled pieces break up the montony of 
the dark chocolate color, as do two 
pieces which have been cast in 
blue “pudding” cups and inverted. The 
lower layer is divided into four sections 
by blue-edged curved dividers. One 
gold-foiled piece and one blue-cupped 
piece stand out as “spots” in this com- 
partment. The candies in the bottom 
layer show the same excellent qualities 
as those in the upper layer. 

Box Findings: Embossed glassine 
liner. Scalloped fly of white paper 
printed with the same gold design used 
on the side walls of the lower portion 
of the box exterior. Brown glassine 
cups. Brown die-cut dividers in upper 
layer. The entire upper layer is in its 
own white tray. There is another em- 
bossed glassine liner between this tray 
and the lower layer. The dividers in 
the the lower layer help to support 
the tray, as do cardboard strips lined 
along the inner walls in the lower por- 
tion of the box. 

Sales Appeal: Excellent: The col- 
ors are attractive; the design simple, 
but modern; the candies live up to ex- 
pectations created by the container in 
appearance and quality; and nothing 
has been spared to create both new and 
repeat business for this assortment. 
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CANDY TIED WITH 


Means 
IBBONS —More Sales 


We have largest stock in the 
Middle West 


Satin — Messaline—Tinsel— 
French Chiffon—Novelty and 


Printed Ribbons—Rib-O-Nit 
—Ready-Made Bows and 
Rosettes. 





Immediate delivery—High in 
quality—Low in price 


R.C Tart Co. 


429 W. RanpDOoLPH Sr. Cxr10aGo 


Display Value: Excellent. The 
Clinic feels that the creation of a spe- 
cial “family” trade mark which is used 
on all this manufacturer’s boxes is of 
material aid in building a following for 
this manufacturer’s goods, particularly 
in view of the fact that it must com- 
pete with goods in its market area 
which carries the same name. 

Remarks: This is an excellent pack- 
age, beautifully designed and carrying 
goods which are well worth the price of 
$1.00. There were over 100 pieces in 
the box examined. 


Mahogany Assortment 

1 Ib.—60c 

CODE 1940 — Description: Cello- 
phane wrapped, extension edge tele- 
scope box. The box top is covered 
with flint paper which is printed in 
brown in a design imitating inlaid ma- 
hogany. In the center is the manu- 
facturer’s characteristic trade mark. 

Design: While the color used in 
this inlaid mahogany design is sug- 
gestive of chocolates, the Clinic feels 
that it is too dark for general use. As 
a design that is “different,” however, 
this inlaid wood effect is distinctive 
and interesting. The design achieves 
its purpose, which appears to have 
been the filling out of a box line with 
one design which is a little out of the 
ordinary. 

Appearance on Opening: Machine- 
dipped and hand-strung chocolates in 
two layers. Finish is good and the 
candy adequate, generally, from a 
quality standpoint, but the Clinic feels 
this particular assortment is a little 
below the standard set by the many 
assortments of this manufacturer which 
the Clinic has examined at various 
times. 

Box Findings: Embossed glassine 
liner carrying manufacturer’s name. 
Printed glassine brown cups. One 
gold-foiled piece. Layerboard between 
layers. 

Sales Appeal: The novelty of this 
design should give it limited appeal 
especially for customers looking for 
something out of the ordinary. 

Display Value: Good. The design 
of this box will lend itself to a num- 
ber of novel displays. It might be said, 
however, that at the news stand where 


this particular box was purchased, it 
was merely piled up along with a num- 
ber of other packages of this same 
manufacturer. 

Remarks: In this attempt to get a 
“different” effect for a candy package, 
the manufacturer has succeeded very 
well. There is no attempt to pass this 
off as a wooden box, but merely to 
create an interesting design for the 
conventional paper carton. The print- 
ing of this design on the box paper was 
excellently handled. 


Luxury Assortment 
1 Ib.—60c 


CODE 11040 — Description: Cello- 
phane wrapped, extension-edge tele- 
scope box. The cellophane wrapper is 
secured with gold embossed seals car- 
rying the manufacturer’s name and slo- 
gan. Paper used on the box top is 
printed in buff and brown to give a 
wood (cedar) effect. This is over- 
printed in green on the main panel and 
embossed around the edge and through 
the illustration. 

Design: Romantic scene of lovers 
in a rose-garlanded sailing gondola 
against a background of Venetian 
buildings. This illustration dominates 
the entire design panel. The name of 
the assortment is in script lettering at 
the top, right. All printing (illustra- 
tion, lettering, etc.) is in green against 
this wood-effect background. 

Appearance on Opening; Very large- 
size milk chocolate coated creams, 
machine coated and hand strung with 
very fair workmanship. Bottoms of 
the pieces show imprint of the conveyor 
belt. The pieces are much too large in 
the light of present-day trends toward 
smaller pieces. 

Box Findings: Embossed padding 
underlined with glassine. Manufactur- 
er’s name and trade mark embossed as 
center panel of this padding. Brown 
glassine cups. Dark brown layer- 
board and another piece of padding be- 
tween two layers. Embossed lace 
flies. 

Sales Appeal: The Clinic feels that 
the sales appeal of romantic packages 
has passed into oblivion. There is 
nothing in the appearance of this par- 
ticular box to lift it out from the thou- 
sands of other ordinary candy boxes 
now offered to the public. 

Display Value: Poor 

Remarks: The use of a cedar-wood 
effect in this particular case mis-fired, 
the Clinic believes, for the box top 
paper reminds more of a cigar box 
than of a “luxury” package. There 
isn’t a thing about this box or its de- 
sign or its colors to put in to the 
luxury class. The Clinic suggests two 
things: First, reduce the size of your 
pieces; and second, get a re-design on 
this box so that it will reaily live up 
to the name given the assortment. 
This last suggestion of re-design will 
have to be followed anyhow, since the 
package does not conform to the re- 
quirements of the New Food-Drug 
law. 


THE MANUFACTURING CONFECTIONER 
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ADVERTISING CANDY 
BY SMELL 


DVERTISING publications have, in the past few 

weeks, given considerable attention to what appears 
to be a novelty in the field of advertising, namely, putting 
“smell” into the ads in addition to color and illustration. 
Several advertisements for different things have made 
their appearance, using this new smell technique. Of 
interest to the confectionery industry, however, is the fact 
that so far as can be determined, an advertisement for 
Candy and using this “smell technique” seems to have 
been the second application of record. 

The advertisement is question is reproduced herewith 
in miniature. It is taken from the Atchison (Kansas) 
Globe for November 17, 1939. Besides “telling” about 
the chocolate mint patties to be had at Schmierer Drug 
Store, the ad. conveyed the “smell” of peppermint right 
to the reader’s nose. 

Of the advertisement in question, Mr. Paul Allingham. 
business manager of the Atchison Globe, has this to say: 

“We began experimenting with various scents, in- 
cluding peppermint, and discovered that the peppermint 
would be the most inexpensive to make a press run with. 
So I took this idea to the Schmierer Drug Store and 
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explained to him that it was an experiment entirely, but 
we would appreciate his cooperation. He had several 
cases of peppermint patties on hand, but not enough to 
warrant a particularly large advertisement for his store. 
So we decided to tie our promotion ad. in with his 
advertisement to make it more effective. After the paper 
came off the press, it wasn’t many hours before the 
whole town was talking about our peppermint-scented 
page, and needless to say, Mr. Schmierer sold out all his 
peppermint patties.” 

Mr. Allingham also reports that he made visits at 
several places of business after the paper arrived and 
that many people said that after opening the paper and 
being greeted by the peppermint smell, they invariably 
noted in themselves a craving for peppermint candy. 

Of the technical details involved in using the scent 
in the ink, Mr. Allingham writes: “Our circulation is ap- 
proximately 7,000. We figured out our ink usage for that 
particular page and mixed one-third of a pound of pepper- 
mint essential oils with two pounds of ink. We found 
that the static of the paper as it comes off the press sealed 
the odor within the newspaper and remained as long as 
16 to 20 hours until opened.” 

In reporting this application of a new technique to 
candy advertising, we have but one regret: We don’t 
know the name of the manufacturer whose patties were 
moved off the shelves of the Schmierer 
Drug Store so fast through the peppermint- 
scented advertisement. We'll be glad to 
hear reports on this from the manufactur- 
ing trade. 














The Advertisement Reproduced at 

Left Was Printed with Peppermint- 

Scented Ink and Appeared in the 

Atchison “Globe” in November. It 

sold the Entire Peppermint Stock of 
This Store. 
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BUYERS’ “CANDY ANDY” 


of 
CANDY PACKAGING 
Machinery, Materials, Supplies 





Check the items for which you are, or will soon be, 
in the market, and we wili see that you are supplied with 
complete information about them, or that a salesman 
contacts you. 


"CANDY PACKAGING" 
published by 


THE MANUFACTURING CONFECTIONER 
400 W. Madison Street, Chicago 
71 W. 23rd Street, New York 








MACHINERY Coreen, Shipying 


. ote E 
ae es (Specify Size and Type) 
Sealing Jars, Glass 
Sheet Cutters Lithography 
Staplers Papers, Wraps, Etc. 
Tying Avenized 
Wrapping Coated 


Bar 

Box 

Individual 

Open Boats (Group) 
Pop 


MATERIALS & SUPPLIES 


Bags 
Cellophane 
Glassine 
Pliofilm 
Wax Paper 


(Specify Type) 








Dpping 
Foil 
Glassine 
Novelty 
Parchment 
Pliofilm 
Shredded 
Tissue 
Transparent Cellulose 
Waxed 
Wrapping 


Re-Use Containers 


(Specify Type) 


Sales Aids 


Display Containers 
Display Materials 
Display Racks 
Novelties and Toys 
Premiums 

Sales Boards 
Salesmen's Cases 


Show Cases 


Sticks’, Sucker 
Trimmings 
Cellulose Tape 
Cord 
Labels 


Box Findings 
Cups 
Dividers 


Doilies 
Lace 
Liners 


Padding 


Ribbon 
Seals 
Miscellaneous Items 


Cans 








C) Have Salesman Call 


Company 





Street 
City 
By 


Note: This request must bear the name of the firm and must be signed by 
the authorized purchasing agent or an officer of the firm. If an 
ndividual firm, by the owner. 











page 48 





PACKAGING OF CHOCOLATE 
COVERED CHERRIES 


A committee to study the construction of boxes fc 
chocolate-covered cherries was named last Fall in an 
effort to develop boxes which would answer the full 
requirements of proper shipping protection and eco- 
nomical manufacturing practice and at the same time 
comply with certain regulations of the New Food-Drug 
Law. The members of the committee, acting as a sub- 
committee to the N.C.A. Standards Committee headed 
by C. O. Dicken, included: Edgar F. Nason, chairman, 
and Neal Diller and J. J. Kooman. This committee has 
now reported its findings in N.C.A. Bulletin No. 68. 

Section 403 (d) of the Federal Food, Drug & Cosmetic 
Act declares that food shall be deemed to be misbranded 
“if its container is so made, formed, or filled as to be 
misleading.” At an informal discussion in Washington, 
Dec. 18, 1939, with W. G. Campbell, chief of the Food- 
Drug Administration, and Dr. L. D. Elliott, in charge 
of interstate supervision, it was insisted that both the 
side and the wall cushions now in use be eliminated, and 
the suggestions offered that, as a substitute, the box and 
partitions be made sufficiently strong to avoid increasing 
candy breakage. 

Following this conference, the Committee began a 
series of tests for the purpose of determining the ship- 
ping protection afforded by the boxes suggested by the 
Administration. Tumbling tests were conducted by the 
Quinn Packaging Laboratories, Chicago, on packaged 
chocolate-covered cherries at 55° F. and 85° F. These 
tests, which were conducted on a practical scale, proved 
that smaller boxes, having neither end or side cushions, 
are satisfactory for cherry packaging, provided both 
boxes and egg-crate type partitions are strengthened, 
without increasing either package or costs. The boxes 
used for these experiments were of the conventional full- 
telescope “folding” type. The box stock thickness was 
0.024 in.; the partition stock thickness was 0.030 in. 

The committee makes the following recommenda- 
tions for 20 and 24 count one pound cherry boxes: 


20-Count 1-Lh. Cherry Box 

INSIDE TWO-LAYER BOX DIMENSIONS: 
714” x 314” x 2-7/16". 

MAXIMUM CUBIC CONTENTS RECOMMENDED 
FOR BOTH ONE AND TWO-LAYER BOXES: 
60 cubic inches, 

PARTITIONS: Two sets per box; separated by layer 
board; equal height and equal spacing providing 
cells for 10 cherries per layer. (This applies to 

24-Count 1-Lb. Cherry Box 
(2) layer boxes.) 


INSIDE TWO-LAYER DIMENSIONS: 
61," x 4” x 2-5/16". 

MAXIMUM CUBIC CONTENTS RECOMMENDED 
FOR BOTH ONE AND TWO-LAYER BOXES: 
58 cubic inches. 

PARTITIONS: Two sets per box; separated by layer 
board; equal height and equal spacing providing 
cells for 12 cherries per layer. (This applies to 
(2) layer boxes.) 

These maximum sizes should be reduced whenever the 
shape and density of the product will permit. The height 
of the boxes should in all instances be adjusted so that 
there is no unnecessary waste space above the top of 
the candy. 
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NEW MEMBER OF CANDY 
PACKAGING CLINIC 


W. D. Johnson, candy buyer for retail stores and mail 
order, Sears, Roebuck & Co., Chicago, has accepted the 
invitation of THE MANUFACTURING CONFECTION- 
ER to become a member of its Candy Packaging Clinic. 
Mr. Johnson replaces B. F. Young, who resigned from 
the Clinic Board when he was appointed candy factory 
manager and buyer for the candy department of Famous- 
Barr Co., St. Louis, and removed to that city in January. 


SAVE! 


WITH SPEED & FLEXIBILITY 
Scandia Cellophane Wrapping Machine 








A comprehensive booklet entitled “Folding Paper | 
Boxes, An Aid to Profitable Packaging,” has been written 
by J. D. Studley, chief of the pulp and paper section 
of the Forest Products Division of the U. S. Bureau of 
Foreign and Domestic Commerce. The booklet is avail- 
able from the bureau at 15c per copy. This bulletin has | 
been prepared for the purpose of answering the ques- 
tions normally asked by the foodstuffs, cosmetics, hard- | 
ware and other manufacturers with packaging problems, | 
the economist and student of industry. It discusses mate- | 
rials, manufacture, art work, styles and uses, and eco- 
nomic status of the industry. 


Automatic & Semi-Automatic 
HIGH SPEED — ALL ROTARY — CONSTANT MOTION 
MAXIMUM EFFICIENCY — _ EASILY OPERATED & 
ADJUSTED — LOWEST COST & MAINTENANCE 


VERNON H. CRAGGS & CO. 


Union TrustBldg., Fayette & Charles Sts., Baltimore, Md. 


Write for Circular and Full Information 


PROGRAM ANNOUNCED FOR 
PACKAGING EXPOSITION 


The tentative program of the 10th Packaging Exposi- | 
tion to be held at the Astor Hotel, New York, March 26 | 
and 29, has been announced. The Exposition is spon- 
sored by the American Management Association. A 
feature this year will be a packaging clinic conducted 
by Irwin D. Wolf, donor of the Wolf Award for ex- 
cellence in packaging. Inez La Bossier will report on a 
survey conducted by the Home Economics Extension 
Service of New Jersey among housewives to determine 
what should be the character of the most used packages 
and information that should appear on the labels, Joseph 
Givner, Sears, Roebuck & Co., will talk on “Dividends 
from Informative Labelling.” Howard Ketchum, who 
last year addressed the N. C. A. Convention, will discuss 
“Pretesting Packages” from the standpoint of determin- 
ing color, materials, etc. Various new packaging mate- 
rials which have come on the market in the past year 
will also be presented. A clinic session on the Food- 
Drug Act will be conducted by W. R. M. Wharton, chief | 
of the eastern Food-Drug Inspection of the Dept. of | 
Agriculture. These and other outstanding speakers will | 
be presented during the Exposition. 




















ALWAYS 
DEPENDABLE 











IDEAL 


MACHINES 


ndable and economical. The 
ENIOR MODEL wraps 160 





WRAPPING 


Announcement is made of the publication of the 1940 
edition of the Packaging Catalog, published by the The satisfaction of KNOWING 
Breskin Publishing Co., New York. This is the 12th an- | wil give EFFICIENT. UNIN- pieces 


r minute; new HIGH 
nual edition of this encyclopedia of the packaging in- veeer ree SERVICE AT ALL 


ePEED PECIAL MODEL wraps 
325 to 425 pieces per minute. 


TIMES is just one reason why 
dustries. Under 13 separate sectional classifications, candy manufacturers the world 
every phase of packaging is convered in non-technical 
language planned to aid the packager confronted with 
any problem in design, merchandising, production and 


over prefer IDEAL Equipment. 
These machines, suitable for 
both large and smali manufac- 
turers, are fast, always de- 


Both machines are built for the 
most exacting requirements 
and carry our unqualified 
guarantee. 


Write For Complete Specifications and Prices 


shipping. Newly introduced this year is a division of 
the design section devoted to packagers and the law, 
important at this time as a guide for compliance with 
the Federal and state regulations concerning packaging 
and labeling. Price is $2.50 per copy. 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y. - - - U.S. A. 
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Accuracy-Reliability-Authority 





Ir IS important to keep abreast of events in your 
industry if you want to maintain a good competitive 
position. Your business publication, the one actually 
covering the field of your interest, brings you essential 
information at a minimum of time and expense to 
yourself. 


In THE MANUFACTURING CONFECTIONER 
you have a publication which keeps you so 
informed — reliably, accurately, regularly. 
It deserves your support. 


It brings you a clear picture of developments in your 
industry but often, too, it brings previews of coming 
things which enable you to take profitable advant- 
age, or, to avoid costly expense. 


Candy men actually on the production line 
know that THE MANUFACTURING CON- 
FECTIONER is their most authoritative 
source on what's what and why in candy 
production and processing methods and 
procedure. They endorse it wholeheartedly. 


You, too, should join the ranks of the progressive 
manufacturers who read the Industry's only publica- 
tion dealing exclusively with the manufacturing 
branch of the Candy Business. 


SUBSCRIBE TODAY! USE COUPON BELOW! 


THE MANUFACTURING CONFECTIONER PUB. CO. 
400 W. Madison St., Chicago, Ill. 


Please Cie i subscription as indicated— 


1 year, 2 years, $5.00 () Canadian, $3.00 0 


Name 





Company 





Address 





City, 











PATENTS AND TRADE MARKS 


The following memorandum relating to Patents and 
trade marks is made available through an arrangement 
with James Atkins, registered patent attorney, Munsey 
Building, Washington, D. C. The trade-marks were re- 
cently published by the U. S. Patent Office and, if no 
opposition thereto is filed within 30 days after the publi- 
cation date, the marks will be registered. 


We have also arranged with Mr. Atkins to furnish 
our subscribers with preliminary information respecting 
their patents and trade mark matters, without charge 
to them. Inquiries will be submitted to Mr. Atkins and 
a prompt report will be sent you. 


PATENTS 


Confection 
2,181,109 


Mary N. Dodge, Studio City, California, Application March 
27, 1939, Serial No. 264,372—3 Claims (Cl. 99-138) 


1. A method of treating a puffed cereal comprising 
coating the same with edible liquid capable of hardening 
to provide seal against the atmosphere and dipping the same 
in chocolate. 


3. A confection comprising a puffed cereal having an 
exterior coating of chocolate and glaze-like coating of hard- 
ened candied syrup interposed between the surface of the 
puffed ceral and the chocolate coating, whereby the coating 
of the hardened candied syrup prevents access of air to 
the puffed cereal and the puffed cereal is unaffected by the 
oil and moisture of the chocolate coating. 


Design for A Confection 
117,4 


George T. Parr, Minneapolis, Minn., assignor to Holiday 
Corporation, Minneapolis, Minn., a Minnesota corpora- 
tion. Application: June 21, 1939. Serial No. 85,606. 
Term of Patent 14 years. 





The ornamental design for a confection, as shown in 
the illustration above. 


Cocoa and Sugar Compound and Method of Making Same 
2,179,130 


Herbert T. Middleton, Englewood, N. J., assignor, by mesne 
assignments, to Corn Products Refining Company, New 
York, N. Y., a New Jersey corporation. No illustration. 
Application Dec. 12, 1934. Sereial No. 757,194. Two 
claims (Cl. 99-26) 


1. Method of making a cocoa compound of the 
character described which comprises melting high purity 
dextrose with water and oar the syrup at a tempera- 
ture between 230 degrees and 280 degrees F. to concentrate 
the same to a density at which the sugar will solidify, 
mixing the syrup with dry powdered cocoa, allowing the 
mixture to form a crystallized mass in a mold, and pulver- 
izing the crystallized mass to a fineness which will allow 
substantially all of it to pass through a 30 mesh screen. 
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Candy Package “VANETTE”. Ser. No. 420,634. Florasynth Laboratories, 
2,179,377 Inc., New York, N. Y. For vanilla flavoring powders of 
all types, both natural and ——— — a — 
William J. McDonald, Brooklyn, N. Y., assignor to Pecheur of both and _ used in food products and principally in 
Lozenge Company, Inc., Brooklyn, N. Y., a corporation -, ice cream, desserts and confections. hese 
x ; WANDER. Ser. No. 42 3,320. The Wander Company, Chi- 
of New York. Application, August 25, 1938. Serial ti etaci staoishrdl tacishrdlu. cmfwyvb 
No. 226,796. Three claims (Cl. 99-180) peration para aoin etaoishrdlu etaoishrdlu nfw) 
1 A Sond ka comprisin a plurality of rolls cago, Ill. For a preparation of malted milk and a 
- & candy package P & pluralicy ° chocolate flavored dairy syrup 
SPIRALS. Ser. No. 423,546. Beeak- Nut Packing Company, 
Canajoharie, N. Y. For candy. 
an a | HALL. Sor. No, 423, 052. Bard & Margolies, 
ne., Brooklyn, N. Y. For cand 
LIrthl DUCHESS. Ser. No. 423,949. "\Weeney Heide Co., Inc., 
Ne York, N. Y. For candies. 
MI- LADY. Ser. No. 423,950. Henry Heide, Inc., New York, 
Y. For candies, 
DAIR- E-ART. Ser. No. 423, 658. Country Club Ice Cream 
Company, Paterson, N. J. For ice cream. 


LABELS - EMBOSSED SEALS 


for 
7 . 
of candy wrapped as cylinders in transparent coverings ig k gi g ie pp g 
with their axes in a single plane, a member having a central ac a n >] ra in 


panelfitting along an edge of one roll and having tee We can meet your requirements 
end panels covering the ends of all of the cylindrical rolls, : 

the width of the member being uniformly the same as the = oy — and embossed 
diameter of the candy rolls and its two ends being semi- seals for packaging, wrapping, ad- 
circular, a transparent sheet covering snugly the member vertising, anniversary, addressing, 
and the rolls having its sides closed upon themselves to : 


form a bag with a rounded bottom, one end of the sheet ; gen pag Jair F eens, 
being folded over the central panel of the member and the le cut or plain, foil or paper. 


other end being sealed to said one end, whereby upon pull- Write for free samples and prices. 
ing said other end the bag may be removed to give access 
to the top roll, said member serving to strengthen the pack- 


age, form a support so that the package may stand erect as 
for display, and upon first use of the package may be dis- . . 
carded to reduce weight and bulk of the package which re- 


mains as a bag affording sanitary protection to the remain- 


ng FA 1901 Pine Street, St. Louis, Mo. 


Candy Package 
2,179,376 


William J. McDonald, Brookfield, N. W., assignor to Pecheur 
Lozenge Co., Inc., Brooklyn, N. Y., a corporation of 
New York. Application, August 25, 1938. Serial No. 
226,795. Four claims (Cl. 99—180) cA NTON DESIGN 


@umwd eLAYOUT 


= e LETTERING 
1. A candy package comprising a plurality of elongated ae 

hard candy cylinders placed pareilel with their axes lying * DESIGN 

in a single plane, a three-panel cardboard tray supporting 

said cylinders, having a main panel of the length of the 

cylinders, and having 2 width of the assembled parallel 

Fag = so that the side panels of the tray when engaging 

the cylinders shall form an acute angle with the main por- 

tion of the tray, and a transparent covering for the tray A H. CARLISLE THOMAS 

and contents, said transparent covering holding the side 

panels of the tray in contact with the hard candy cylinders. 1143A THE po ee MART 


TRADE MARKS PHONE SUPERIOR 5380 a 


DAILY DOUBLE. Ser. No. 423,551. Bunte Brothers, Chi- 
cago, Ill. For candy. 











BOXES 
A MINUTE! 


This machine is capable of producing extremely economical boxes like the one shown 
above at any rate up to 80 boxes a minute. There is also available an attachment for 
filling the boxes and another for a entire package in transparent cellulose. 


Also — High Speed Pop Machines. Small Individual Pop Wrapping Machines, Box 
Wrapping Machines. 
Expert on pop machinery (Dies, Wrapping Machines, Etc.) 


25 Years Building Special Machines 


MILLER ENGINEERING MACH. CO. 


31 E. KINNEY STREET NEWARK, N. J. 
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SALESMEN’S SLANTS 


C. RAY FRANKLIN, Broadcasting from Liberty 


E have two old 

bachelor brothers 
in Clay county where I 
live. One is very deaf. 
Several oil companies 
have scouts in our vicin- 
ity. There is some talk of 
oil in the county. As is 
customary in all smaller 
communities, _ strangers 
are the source of a great 
deal of speculation by the 
locals. One of the brothers 
had acquired some in- 
formation relative to this 
particular stranger and in 
talking it over with his 
deaf brother, the following was about the conversation: 
“I understand the stranger’s name is Smith.” “Huh?” 
says the deaf brother. In a somewhat louder tone the 
brother repeated: “I understand the stranger’s name 
is Smith.” “Uh, Uh,” replied the deaf brother. In a 
few minutes, “I understand he is a new dealer.” “Huh?” 
came the reply. In a louder tone the brother repeated 
again, “I understand he is a new dealer.” “Uh, Uh,” 
came the deaf brother’s reply. A pause. Then, “I un- 
derstand he is the son of a bishop.” “Huh?” replied 
the deaf brother again. With more fervor the first 
brother repeated. “I understand he is a son of a bishop.” 
“Uh, Uh,” came the reply. “They all are.” 


Fred Appenzeller, manager of the Service Candy Co., 
Des Moines, Iowa, is the proud father of a bouncing baby 
boy. Congratulations to you, Fred, and to the Mrs., 
and may your son some day be a successful candy jobber. 


The story of the month goes to Art Righter, who 
represents Brach & Sons in the candy specialty division 
in Illinois. It is about the too observant fellow who 
remarked to his girl: “Your stockings seem rather 
wrinkled.” “You brute” exclaimed the girl, “I have no 
stockings on!” 


Emmett Fortier of Brach’s Candy Specialty Co., Chi- 
cago, got in on the wrong wire a few days ago as he 
called one of his men, and this is about what he heard 
before he could get his number. Voice (over telephone) 
“Are you the game warden?” “Yes ma’am,” came the 
reply. “Well, I am so thankful I have the right person 


at last. Would you mind suggesting some games suitable 
for a children’s party?” Don’t know whether to believe 
Emmett or not. 


I saw Harry Dyer a few days ago. Harry is with 
Hollywood Candy Co., and does a real job for them in 
Iowa. Harry gave me the following. Percy (timidly) : 
“T have half a mind to kiss you.” Roberta: “If you had a 
whole mind, you’d have done it an hour ago.” Funny 
how some people are so forward. 





Maraschino Cherries Ruling 
Made by Food-Drug Body 


The N.C.A, reports that the Food-Drug Administration 
has decided that cherries packed in sulphur dioxide, 
washed to remove the brine, then soaked in a sugar syrup 
and artificially flavored and colored are now properly 
labeled as “Maraschino Cherries,” and need no longer 
be labeled “imitation” or “maraschino style cherries.” 
The list of ingredients must immediately follow the words 
“maraschino cherries.” In Pennsylvania, the sale of any 
food containing a trace of sulphur dioxide is prohibited. 
The Wisconsin ruling is listed in this issue in a separate 
item. 


CLEANER AIDS 
INDUSTRIAL SANITATION 


Vacuum cleaning, long a first aid to household clean- 
liness and sanitation, is gradually finding greater appli- 
cation in industry. With the greater stress being laid 
on cleanliness and sanitation as a result of the New 
Food & Drug Act which permits actual government 
inspection of confectionery plants, the industrial vacuum 
cleaner is coming into greater use because of its time 
and labor saving advantages and its ability to reduce 
cost of cleaning operations. 


In announcing its Tornado portable industrial 
vacuum cleaner, the Breuer Electric Mfg. Co., Chi- 
cago, lays special stress on the great cleaning power of 
this unit, as well as its flexibility in application to dif- 
ferent types of cleaning jobs. It cleans walls, pipes, 
floors and machinery with equal ease. The motor unit 
is easily removed and converted into a blower for 
cleaning dust and droppings from mixers, wrapping 
machinery, electric motors, and hard-to-reach places. The 
blower may also be used for spraying paint and in- 
secticide. A handy folder containing complete de- 
scriptive information may be obtained from the company. 
Another outstanding feature of the unit is its low initial 
cost and its low operating cost. 
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DY BUYERS DIRECTONY 


Now Get Your Copy 





Contains Complete Listings, By Types of 
Confectionery, of Every Wholesale Manu- 
facturer of Candy in The United States 





LISTS FOLLOWING 
MANUFACTURERS 
BAR GOODS 


U 
CHOCOLATES IN BULK 
CHOCOLATE Ss a 
CHOCOLATE COVERED NUTS 
CHOCOLATE tah ’ £0005 
CHOCOLATES IN PA 
COCONUT GOODS 
CORDIALS 
CoucH DROPS 


ED FRUITS 
GUMS AND JELLIES 
HAND ROLLS 
po A CANDIES 


LICORICE 
LOZENGES 
MARSHMALLOWS 
MINTS 


PACKAGED GOODS 
PAN WORK 

PENNY GOODS 

POPCORN SPECIALTIES 
SEASONAL SPECIALTIES 
SUCKERS 

SUGAR WAFER WORK 
TAFFY—SALT WATER 

TOFFEE 

VENDING MACHINE CANDIES 














A; THE only authentic and accurate Directory of the 
Manufacturers of America's Confections, this booklet is annually 
gaining a wider reputation both within and outside of the In- 
dustry. Every supplier of-raw materials, machinery or equipment 
usable in confectionery production and sales should have copies 
for himself and his sales force. 


Listings include all commercial candy manufacturers who sell 
at wholesale, nationally or sectionally, and are classified ac- 
cording to types of confections produced by the various com- 
panies. The classifications have been compiled with the help 
of the candy companies themselves. 


The 1940 Edition of the Directory of “wy 0 
facturers will be a profitable adjunct to 
the sales kits of all who wish to bring their $ 
goods or services to the attention of the 


Candy Industry. 
ORDER YOURS NOW! 


00 
COPY 


LIMITED NUMBER AVAILABLE 
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Add These to Your Library 


on Candy Information 


EPRINTS are available of the article appearing in 
THE MANUFACTURING CONFECTIONER. Many 
of these are obtainable in booklet form. 

They compose a large portion of the current literature 
of the industry. Many manufacturers find them suitable 
to accompany sales messages and also to add to their 
library of information on the candy and _ chocolate 
industries. 

Copies of the following are now available: 

“ADVENTURES IN COCONUT CANDIES,” including 
many formulas and suggestions for new pieces, by George 
A. Eddington.—10c each. 

“IMPROVED METHODS IN THE MANUFACTURE 
OF FONDANT FOODS,” by H. S. Payne and J. Hamilton, 
Carbohydrate Laboratory, Bureau of Chemistry, U. S 
Dept. of Agriculture —20c each. 

“THE PURPOSE OF CONCHING CHOCOLATE,” by 
Robert Whymper and Charles Shillaber.—20c. 

“THE MANUFACTURE OF MARSHMALLOWS,” by 
George J. Shaler.—25c. 

“STARCH, GUMS & JELLIES,” by Stroud Jordan 
and K. E. Langwill.—10c. 

“FAT OR LEAN COATINGS?” by Robert Whymper 
—10c. 

“CANDY MAKER’S PLACE IN MANUFACTURING 
FOR RETAIL,” by George A. Eddington.—10c. 

“QUALITY CARAMELS ON A VOLUME PRODUC- 
TION BASIS,” by Talbot Clendening.—10c each. 


Send for your copies now! 


The Manufacturing Confectioner 
400 W. Madison Street Chicago, Ill. 








Package Re-Design 
Case Histories 


A codified record of successful packaging experience 
arranged to permit the individual confronted with any 
particular phase of the package re-design problem to 
see how others have solved a particular problem has 
been published by the Breskin Publishing Co., New 
York, in a book entitled “100 Packaging Case Histories.” 
Complete before-and-after comparisons of the reasons 
and results in each package case history are made from 
production through sales, taking in step every considera- 





tion and thus, presenting the first scientific study of 
packaging. The study of 100 packages was made with 
a view to discovering from a study of methods and re- 
sults those common elements which may be utilized by 
future packagers as a guide for their own operations. 
Confectionery packages discussed in the book include 
one of the New England Confectionery Company and 
one of the California Date Growers Association. 





Sales of confectionery and competitive chocolates dur- 
ing the calendar year 1939 increased 2 per cent over 
1938, according to information released by Director 
William L. Austin, Bureau of Census, U. S. Department 
of Commerce. The dollar volume of reporting firms 
during 1939 amounted to $203,597,000, as compared 
with a volume of $199,687,000 for 1938. Manufacturers 
of chocolate products competitive with confectionery 
showed the greatest relative improvement, increasing 2.9 
per cent. December sales decreased 1.2 per cent from De- 
cember last year (1938). 





Offices of the Southern Wholesale Confectioners As- 
sociation, Atlanta, Ga., have been moved to 16 Spring 


Street, N. W., Atlanta. 


The German confectionery firm, Gebrueder Stollwerck 
in Cologne, celebrated its 100th anniversary at the end 
of 1939. The firm was founded by Franz Stollwerck 
in 1839, first as a bakery. Production of candy was 
begun shortly after and soon became the principal item 
of manufacture, eventually displacing the bakery di- 
vision entirely. 





WISCONSIN RULING ON 
BENZOATE OF SODA 


Sale of candy containing benzoate of soda is in viola- 
tion of Wisconsin law and cherries and other fruits 
which have been brined and bleached with sulphur 
dioxide are required by Wisconsin statutes to have the 
word “modified” appear in plain and conspicuous man- 
ner on the label in close juxtaposition to the word 
“fruits”, or, if the specific names of the fruits are used, 
in close juxtaposition to the fruit names, according to a 


recent bulletin of the N. C. A. 





My Preference 


G hocolates 


In this attractive 24-Sheet Poster ad- 
vertising Page & Shaw Chocolates, 
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the Girl‘s Head is An Exact Photo- 
graphic Reproduction. This Poster is 
appearing on 80 Sign Boards in 
Greater Boston. Created by Harry 
M. Frost Co., Inc., Boston, it Repre- 
sents a Most Effective Type of Ad- 
vertising for Candy and Page & Shaw. 
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Super Seal 


TRANSPARENT 
HEAT -~SEALING 
MOISTUREPROOF 
ECONOMICAL 










Super Seal, the latest addition to a 
long list of packaging specialties manufac- 
tured by the Hartford City Paper Company, can be 
profitably used wherever high transparency and moisture- 
proofness are needed. 


Although it has a Glassine base it is much more transparent 
than ordinary Glassine. It is one of the most completely moisture- 
proof wrappings made. Super Seal can be heat sealed with an ordinary 
hot plate, quickly and completely. Best of all, it is economical. Super Seal 
is so inexpensive it can be used on practically any item you make. 


Write the nearest Hartford City office for further details. 


HARTFORD CITY PAPER CO. 
HARTFORD CITY, INDIANA 
NEW YORK CHICAGO 
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CODE 2Q40 
Assorted Caramels—5'/2 ozs.—35c 


(Purchased in a department store, 
San Francisco, Cal.) 
Appearance of Package: Good. 
Box: One layer, tan color, printed in 
brown, cellulose wrapper. 
Appearance of Box on Opening: 
Contents: 
Caramels wrapped in cellulose and 
cupped. 
Chocolate Caramels: 
Raspberry Caramels: 
Licorice Caramels: 
Vanilla Caramels: 
Chocolate 
Good. 
Chocolate Nut Caramels: Good. 
Vanilla Nut Caramels: Good. 
Remarks: The finest caramels that the 
Clinic has examined in a long time. 
Is is a pleasure to examine candy of 
this quality and workmanship. 


CODE 2R40 


Assorted Toffee’s—1 oz.—5c 
(Purchased in a cigar store, 
Boston, Mass.) 

Appearance of Package: Good. 

Size: Good. 

Toffees: Wrapped in colored printed 
foils, eight pieces on a card, cellu- 
lose wrapper. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Remarks: A neat and attractive 5c 
package of toffee, well made. One of 
the best 5c toffee packages examined 
this year. 


Good. 


Good. 

Good. 
Good. 
Good. 
Marshmallow Caramels: 


CODE 2840 


Salted Spanish Peanuts— 
1% ozs.—5c 


(Purchased in a retail candy store, 
Boston, Mass.) 

Appearance of Package: Good, printed 
cellulose bag. 

Size: Good. 

Roast: Good. 

Salting: Good. 

Taste: Gocd. 

Remarks: The best 5c bag of salted 
peanuts examined this year. 


CODE 2W40 
Salted Peanuts—2 ozs.—5c 


(Purchased in a railroad depot, 
Boston, Mass.) 
Appearance of Package: Good. Printed 
cellulose bag. 
Size: Good. 
Roast: Good. 
Salting: Good. 
Taste: Good. 
Remarks: A good eating salted peanut. 


CODE 2T40 
Dainty Morsels—1'2 ozs.—5c 


(Purchased at a news stand, 
Boston, Mass.) 

Appearance of Package: Good. Red 
and white folding box with cellulose 
window. 

Size: Good. 
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Sugarpeanuts: Good. 

Raisens: Good. 

Brazil Nuts: Good. 

Pecans: Good. 

Remarks: Something different and 
should be a good 5c seller. 


CODE 2U40 
Assorted Salted Nuts—1 oz.—10c 
(Purchased in a railroad depot, 
Boston, Mass.) 
Appearance of Package: Good. Cel- 
lulose bag printed paper clip on top. 
Size: Good. 
Contents: Pecans, Walnuts, Almonds, 
Brazils and Cashews. 
Quality of the Nuts: Good. 
Roast: Good on Almonds and Cashews. 
Salting: Good. 
Taste: Good. 
Remarks: The best 10c bag of salted 
nuts that the Clinic has examined 
this year. 


CODE 2V40 
Cherries—1 Ib.—23c 


(Purchased in a department store, 
Chicago, Il.) 

Appearance of Package: Good. 

Box: Two layer type, full telescope, 
white printed in red and blue, spray 
of cherries in center, cellulose wrap- 
per. 

Appearance of Box on Opening: 

Coating: Dark. 
Color: Good. 
Gloss: Fair. 

Taste: Fair. 

Center: Cherry: 
Cream: Good. 
Taste: Good. 

Remarks: The best 29c box of cherries 
that the Clinic has examined in some 
time. 


Good. 


Good. 


CODE 2X40 


Chocolate Covered Cherries— 
1 Ib.—60c 
(Purchased in a Confectioner’s shop, 
Chicago, IIl.) 
Milk chocolate: 
Cordial: Good but 


Coating: 

Center: 
flavor. 
Cherry: Good. 

Remarks: Suggest a good cherry fla- 
vor be used in the cordial part to 
give the piece a good cherry flavor. 


CODE 2Y40 
Assorted Caramels—1 lb.—39c 


(Purchased in a department store, 
Chicago, Ill. Sold in bulk. 
Cellulose wrappers.) 

Contents: 
Vanilla and Vanilla Nut caramels: 
Color: Good. 
Texture: 
Taste: Good. 

Remarks: Caramels are well made and 
cheaply priced at 39c the fb. 


CODE 2Z40 
Assorted Toffee—1 lb.—29c 


(Purchased in a department store, 
Chicago, lll.) Sold in bulk. Printed 
colored cellulose wrappers. 


Good. 


lacked 


Good. 


Good. 


Good. 


Color: 

Texture: 

Flavor: Fair. 

Remarks: Toffee was good eating but 
is a trifle high at 29c the pound. 


CODE 2AA40 
Assorted Salted Nuts—1 lb.—49c 


(Purchased at a railroad depot, 
Chicago, Ill. Sold in bulk.) 
Contents: Brazils, Cashews and Pe- 
cans. About 50% were cashews. 

Roast: Good 

Texture: Good. 

Salting: Good. 

Taste: Good. 

Remarks: Nuts are not up to the 
standard of salted nuts sold at this 
price. Contained too many pieces 
and assortment is too small. 


CODE 2BB40 


Assorted Salted Nuts— 
2 ozs.—10c 
(Purchased in a railroad depot, 

Chicago, IIl.) 

Appearance of Package: 
cellulose bag. 

Size: Good. 

Contents: Cashews, Almonds, Brazils 
and Pecans. 

Roast: On Almonds and cashews a 
a trifle light. 

Texture: Good. 

Salting: Fair. 

Taste: Fair. 

Remarks: Considerable trouble can be 
expected when name, address, name 
of contents, etc. are not printed on 
container. Bag contained a large 
number of pieces. 

Almonds and cashews lacked salt. 


Fair. Plain 


CODE 2CC40 


Licorice—1 lb.—19c 
(Purchased in a Confectioner’s shop, 
Chicago, Ill. Sold in bulk.) 

Good. 
Good. 


Color: 
Texture: 
Flavor: Good. 

Remarks: A good eating licorice piece. 
Suggest piece be packed in a 5c pack- 
age, either a folding box or a cel- 
lulose bag. 


CODE 2DD40 


Peanut Chews—2 ozs.—5c 
(Purchased at a railroad depot, 
Chicago, Ill.) 

Appearance of Package: Good. White 
glassine wrapper printed in blue and 

brown. 

Size: Good. 

Piece is a peanut 
coated. 

Coating: 

Center: 
Texture: Fair. 

Taste: Fair. 

Remarks: Bar was wormy. This 
should not happen during the cold 
weather. Suggest center be cooked 
higher, it would eat better. Coating 
is not up to the quality used on 5c 
bars. 


chew taffy bar 


Dark. Cheap taste. 
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